


6, 1931 


ARE 


“The Hardware Dealers’ Magazine" 
PUBLISHED EVERY THURSDAY 


The New 


WALCO 


Pipe Wreneh 


The wrench which carries a profit for the 
merchant and insures satisfaction for the 
user—that's the Walco. 





The present low price of the Walco is 
such as not to permit of reduction. There- , 
fore you can stock up now for the fall 

din business with absolute confidence that 

your competitors will not be buying at a 

lower price and taking business away 

from you. 


14MAAA 


Many large users have standardized on 

the Walco after most careful compara- 

tive tests. A growing number of buyers 
will insist upon having the Walco, be- 
cause they have found this remarkable 
pipe wrench to be in a class by itself. 
You should stock the Walco now, there- 
fore, to obtain the benefits of the in- 
creased demand. 


Walworth Company, with a background 
of 62 years of pipe wrench manufactur- 
ing, stands squarely behind the Walco 
Pipe Wrench. 


ORTH 





w 
a) 
< 
2 
he 
U 
Zz 
Lud 
: 
Lu 
= 
Q. 
_ 
WY 
Lu 
—_! 
Qo. 
& 
oe) 
ban 
oe) 
Lui 
O 
zZ 
O 
[a4 
_ 
oe) 
Lud 
hn 
s 





a 





LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


LAMSON 
bolts are al- 
ways of finest 
quality 


For 66. years Lamson & Ses- 
sions’ reputation for making bolts 
and nuts of extraordinary accu- 
racy and fine finish has been 
carefully protected by unceasing 
vigilance in every department of 
manufacture. Today, although 
all five Lamson plants are com- 
pletely equipped with the most 
modern machinery—there is 
closer supervision of operations 
to maintain quality than ever. 

Quality isnomeaninglesscatch- 
word to Lamson customers. To 
them Lamson quality means uni- 
formity, in gauge-like accuracy 
of threads and finish. It means 
high tensile strength of known 
dependability. To bolt users it 
means faster, better assemblies 
and, because of careful packag- 
ing, more orderly stock rooms. 

Five big plants insure immedi- 
ate shipments to meet conditions 
imposed by small inventories. 


Buy through your Distributor 
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3 PEXTO Tools—made by this Century-old Toolmaker—give the Hardware 
3 merchant a liberal margin of profit without taking it out of the product. 
4 Because Pexto Tools are the result of generations of tool making experience 
7 —with old-fashioned ideas of economical production but with up-to-date. 
: methods so that a quality product can be retailed at economy prices. 
And Pexto Chisels with their special steels, scientifically hardened and 
tempered will prove their quality by performance. 
Leading Wholesalers everywhere recommend and stock the complete Pexto 
Line—Ready for immediate shipments. Send for Catalog 
j Since 1819 
HAMMERS 
HAMME THE PECK, STOW & WILCOX CO. WEENSHES 
PLIERS SQUARES 
sctinetidievens SOUTHINGTON, CoNN., U. S. A. sanity aldincniaiaite 
BRACES ; DENT REMOVING 
oan Makers of Good Tools Since 1819 wate 
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Why Worthington Circulators? 


Because they make a complete line with the utmost value 
offered in every price range. 


This Worthington line is carefully selected from the 
cream of several manufacturer’s lines. Hence it is more 
complete than any manufacturer’s line. 


Careful study of the Circulating Heater Market ever 
since the first Circulator was built has made it possible 
for us to assemble for 1931 what we honestly believe to 
be an ideal assortment. 


For your convenience we have grouped the line into 
re Five Price Groups with a retail price range from $28.00 
Retail Price $28.00 to $105.00. 


What Does This Mean To You? 


It means you can buy from one source every type and size of Circulating 
Heater to fit your particular needs. 





It means every one of these Circulators has had to stand on its merits with 
those of many other manufacturers and prove itself the best value in its 
particular group. 


It means you can get prompt shipment, in any quantity, at any time. 


It means you can order your Circulators at the same time you order any 
other goods. 


It means a rush order for any particular number will be filled the day it is 
received. 


If you are interested in securing more business and better profits with Cir- 
culating Heaters this fall, fill in the attached coupon. 





Please mail, without charge, your folder showing the 
complete line of Worthington Circulating Heaters. 
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The Geo. Worthington Co. 
1829 Cleveland,O. 1931 
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The Sunny Boy & 
> Retail Price $105.00 & 
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RUSSWIN creates 42 special 
designs for the new WALDOR 













































WALD ORF- 
A S TORIA Architects 
NEW YORK Schultz & Weaver 
Contractors 
Thompson-Sterrett 
Co. 
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3 of the 42 exclusive Russwin designs created for the Waldorf- 
Astoria. Illustrations approximately one-half actual size. 


3 





The new Waldorf-Astoria is a structure of superb beauty. Like so many of the world’s leading 
buildings, it is equipped throughout with RUSSWIN Hardware—forty-two designs in gold, 
silver, chromium or bronze finishes having been especially created for this purpose. RUSSWIN 
was selected by the architects because of its distinctive individuality, its matchless workmanship, 


its enduring base metals of bronze or brass, and the lifetime of trouble-free service it assures. 


RUSSELL & ERWIN MANUFACTURING COMPANY (THE AMERICAN HARDWARE CORPORATION, SUCCESSOR) 
New Britain, Connecticut New York Chicago London 
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Put This Greedy 
Harvest-Hand 






to Work for 
you 






—amcommmnngese corn” and “cleaning up harvested fields” 
are the very last words in efficiency farming today... 
Farm-agents and farm engineers are telling farmers every- 
where to get those few extra dollars per acre out of their crops 
by turning live stock into harvested fields to clean up waste 
grain, and by letting hogs harvest the corn. . 

This extra profit can only be realized when every field is 
fenced hog-tight. By promoting this kind of farming, you are 
not only helping your customers make more profit from their 
farms, but you are building fence sales for yourself. You can 
make your fence department show a substantial extra volume of 


business by putting extra sales pressure on farm fences now. 





[ Pittsburgh Steel Co.) 


Union Trust Bldg. eh Penna. 
New York Chicago San Francisco Memphis Syracuse Detroit 















Pilfsburgh Fence 


For the REGULAR TRADE Only 
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Carborundum 


Abrasive Products 


Carborundum 
Aloxite 


Wilt 








N all these years of sales co-operation with the hardware 
trade we have never before offered such effective win- 
dow displays as these new lithograph panels. 

Attractive, startlingly so—colorful, decidedly so—sales ’ 
producing, can’t help but be. 

Lithographed in seven colors these panels tell a real story 
of Carborundum Brand Products and their uses. 
4 The artistic center-piece showing Niagara in all its glory 


; compels attention. y 
It’s a display set well worthy of a place in your window— Fg 
in your store. - 
A set is yours for the asking—use the coupon. i 
Pj The 
” _ Carborundum 
° Company 


ate Niagara Falls, N.Y. 


THE CARBORUNDUM COMPANY o 


REG. U. S. PAT. OFF. Please send me set 


NIAGARA FA LLS, N.Y. i of your new windou 


° displays. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. oe 


Sales Offices and Warehouses in Name 

NEW YORK : CHICAGO : BOSTON : PHILADELPHIA : CLEVELAND aoe 

DETROIT : CINCINNATI : PITTSBURGH : MILWAUKEE Street 
GRAND RAPIDS : TORONTO, ONT. _ 


State 





( CARBORUNOUM IS A REGISTERED TRADE MARK OF THE CARBORUNDUM COMPANY ) Ps 
* 
* HA 
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Myers Cog Gear Pumps 


HERE is nothing half so satisfactory or of greater importance to 

any home or farm as a reliable water supply. The truth of this state- 

= ment has been brought home recently in a very forcible manner 

to many thousands of water users living in drought ridden communi- 

ties. Provisions have already been made by home and farm owners 

everywhere to guard against a recurrence of this condition. Myers 

Well, House and Cistern Pumps, Power Pumps, Pump Jacks and Water 
Systems are being installed in greater number than ever before. 

The importance of this activity is easily discernible. If you are looking 
for increased pump business on a more profitable basis, Myers Quality Built 
Pumps offer more and better opportunities to obtain it than ever before. 
New Catalogs and Prices on request. Write or wire. 








| MYERS 
SUBMERGED 
CYLINDER 
PUMP for 
DRILLED 
or CASED 

WELLS 





The 
MYERS 


PUMPS-WATER SYSTEMS -HAY TOOLS -DOOR HANGERS 











THE F.E,MYERS & BIRO.¢9. 
ASHLAND, OHIO. 


Manufacturers for quer Fifty Were Of MYERS HONOR-BILT PUMPS for Every 
WATER SYSTEMS-HAY GRAIN UNLOADING TOOLS - BARN, FACTORY end 
GARAGE DOOR HANGERS- STORE LADDERS, Etc. . 
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Positively Unbreakable 


Wm. Penn Mower in 17-inch size 


at no increase in price! 


Here’s good news for the hardware 
trade about one of the most popular 
machines in the PENNSYLVANIA 
Quality line. It’s a new and improved 
model of the Wm. Penn Mower which 
is built throughout of malleable iron 
(commonly known as “all-steel”) and 
is positively unbreakable. What’s more, 
it is being offered in the 17” size (one 
size only) at the same price as the 
former 16” Wm. Penn model—$16.50 
at retail in Philadelphia. 

This unbreakable new model has 10” 
closed wheel of unique design, five 
crucible tool steel blades, raised edge, 
and a raised edge crucible tool steel 


lower blade which is screwed to the 
underside of the cast back. It has auto- 
matic adjustment on the dirt-proof ball 
bearings and all lubricating points are 
protected by caps. 

The mower is strikingly painted with 
high lustre, orange striped with blue, 
with attractive decalcomania label on 
the PENNSYLVANIA Staytite handle. 
Each handle is packed in bag sai pro- 
tection in shipping. 

Ask your jobber now for prices and 
deliveries and don ’t forget that PRICES 
ON ALL PENNSYLVANIA QUALITY 
MOWERS HAVE BEEN SUBSTAN. 
TIALLY REDUCED FOR 1932 DELIV- 
ERIES. 


PENNSYLVANIA LAWN MOWER WORKS 


Primos, Delaware County, Pa. 


PENNSYLVANIA 


Quality 


LAWN MOWERS 












APPROVED! 


BY THE KEENEST 
BUYING BRAINS IN THE 
COUNTRY 
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RIVETS | 


that drive easily ... clinch 
smoothly and are 





DEPENDABLE 


Dependability is above price! Our Tubular and Split Rivets are absolutely dependable. We have to charge 
a little more for them because of the quality of material and workmanship that goes into them, but you'll 
find they're worth more. The slight additional cost gives you additional value and complete dependability. 


TUBULAR RIVET 
& STUD COMPANY 


Boston Mass. 
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Yale Combination 
Padlock No. 364 
Regularly packed in 
attractive counter 
display cartons with- 


A NEW 





COMBINATION PADLOCK 
Built and operated 
like aYALE Bank Lock 


Yale presents a new and vastly improved combination padlock which, 
in line with the established Yale policy, will be sold through the reg- 
ular trade channels. 

This new lock is built to meet the requirements of every padlock use. 
It is especially adapted for lockers in 


SCHOOLS 


Immediate shipments to enable you to meet the demand which will 
come with the Fall openings of schools and colleges. 


Ideal for use also in 


outextra charge. Sug- Cy UBS BATH HOUSE LOCKERS CLOAK ROOMS 
gested Retatl Price eB 
00 Y. M. C. A.’s GROUP AND FACTORIES 
$ 1 00 Y.W.C. A’s PRIVATE GARAGES onasiialininns 
GYMNASIUMS GOLF CLUBS ORGANIZATIONS 


YALE FEATURES 


a The shackle is automatically securely locked 
when pressed into closed position, thereby dispers- 
ing combination. 


a Combination is automatically upset by closing 


the shackle— unnecessary to turn dial after closing. 


3. Dial is locked against rotation when padlock is 
open, thus shackle cannot be locked out. 


4.. Combination has three positive numbers, each of 
which it is necessary to know and dial to unlock. 


5. There are 50,000 possible positive different 
combinations. 


©. Padlock is so constructed that, when unlocked, 
combination may be changed to a new combination 
by authorized person or actual owner of lock. 


ya Shackle is secured into case by heavy bolt. 


8. 1% inch case 1s of heavy die-cast metal made 
by a special Yale formula, satin cadmium finish. No 
rivets—case is interlocked. 


Q. Shackle is of case hardened steel, 44-inch 
diameter, satin cadmium finish, 1%46-inch clearanee. 


10. Dial is black with white letters same as Yale 
Bank Lock type, edsily set and easily read. 


11. As with the Yale Bank Lock, the complete 


dial revolves against the flat surface of the lock. 


12. Dial knob and sides of lock case are heavily 
ribbed, permitting firm grip in operating. 


Where Yale Combination Padlocks are used in quantity, a record chart is furnished containing a list 
of the serial numbers stamped on all locks supplied, with the combination of each indicated opposite. 
Space is left for locker number or name of owner. 


Another New Yale Combination Padlock No. 374 ts furnished with emergency master 
hey {on special order only} for extensive installations. Write for complete details. 


THE YALE & TOWNE MFG. COMPANY 
STAMFORD, CONN., U. S. A. 
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GOOD FILES | 


Nicholson and Black Diamond Files are 
made to meet the conditions which 
exist in the industrial plants of today. 


These files cut rapidly and their record 
for durability makes them, for this fea- 
ture alone, the choice where produc- 
tion costs are most closely watched. 
There’s a Nicholson and Black Dia- 
mond File ready to tackle any filing 
job that manufacturing in any industry 
requires to be done. 


a 


As a progressive hardware dealer, you 
can find no better files to supply to 
your trade than those carrying the 
Nicholson or Black Diamond Brands. 


Your jobber can supply you 


NICHOLSON FILE CO. 
Providence, R.1.,U.S.A. 


—_ 

ma 
Providence Factory Philadelphia Factory 

NICHOLSON FILE CoO, G. & H. BARNETT CO. 


A File for Every Purpose 
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For the 
Smallest 
Children 
Or the 
Largest 
Adults 


Consider the Children 


Get them to your store. Display toys and things 
youngsters crave. Each year more than two mil- 
lion children reach the age where they require 
roller skates. Get your share of this profitable 
business. 


Roller skating keeps the kiddies out in the fresh 
air, promotes deep breathing and gives them just 
the muscular exercise they need to keep healthy 
and happy. 


Win the children with Union Hardware Roller 
Skates. The extension feature makes one size 
skate fit many sizes of shoes. The fine ball- 
bearings make them easy rolling. Their superior 
quality makes them exceedingly popular. Patterns 
for all ages. All sold at reasonable prices. 


All jobbers handle Union Hardware Roller Skates. For Girls 
Write to us for catalog. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


Established 1854 Incorporated 1864 
New York Office 151 Chambers St. 
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MARSHAL LLTOWN 





MAKE YOUR STORE 
TROWEL 
HEADQUARTERS 


The hardware store — featuring MARSHALLTOWN Masons 
tools — gets the lion’s share of this profitable business. 
And with it comes a steady stream of desirable customers 
to purchase their other hardware needs. MARSHALLTOWN 
tools are made by specialists of over 40 years experience 
— and preferred by craftsmen because of their uniform 
fine quality. Feature the MARSHALLTOWN Line and your 
store will be “Trowel Headquarters.” 


NEW WINDOW AND 
COUNTER CARD 


A handsome — attention compelling 
— 7 color display for window or coun- 
ter. Reminds old customers that they 
need new tools — suggests the famous 
MARSHALLTOWN brand to new custom- 





quest. 


INTERESTING FOLDERS 


Mail them to every mason in your 
community — enclose one in each 
package. Furnished on request with 
name imprinted. 





PLASTERER’S CAPS 


Free to plasterers. Give one with every 
MARSHALLTOWN Tool sale. A supply 
furnished FREE on request. 





The Famous Marsnatttown Fin- 
wshing Trowel. Recognized by 
plasterers as the finest tool of 
their craft. All styles — a com- 
plete line including models with 
the exclusive Xtra-Lite mounting. 
Write for catalog. 


MARSHALLTOWN 


TROWEL CO. 
MARSHALLTOWN, IOWA 








ers. This display is furnished on re- | 
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AKE graphite forms a 
protective layer prevent- 

ing metallic contact. This 
is the basic reason for the long 
wear and freedom from trouble 
when bearings are lubricated 
with DIXON’S Graphite Grease. 


By keeping bearings supplied 
with this lubricant, their life is 
extended indefinitely, adjust- 
ments being necessary only after 
long periods of service. A graph- 
ite-polished bearing surface re- 
duces friction to a minimum. 


DIXON supplies Graphite Cup 
Grease in six degrees of hard- 
ness. Tell us the conditions and 
we'll advise which DIXON Prod- 


uct to use for better service. 


Motors Compressors 
Stokers Machine Tools 
Line Shafts Conveyors 
Pumps Fans 

Engines 





Joseph Dixon Crucible Company 


New Jersey 


DIXON SERVICE 


Jersey City 
104 YEARS OF 
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OPEN 
The Gate To 
Toy Land 





Is your store the Toyland of your 
tenn? Have you a display to which 
the kiddies have the key? 


This little booklet will bring joy to 
every youngster's heart. They will read 
and read it, and learn about Arcade 
Cast lron Toys which they may buy from 
your counters. 


By distributing these, you will create 
a goodwill that will bring year round 
sales. 


Ask your jobber for prices and infor- 
mation—these booklets cost you noth- 


















(i ged * on ing. They are goodwill builders 
; ny ee for you. Write us for catalog. 
pncn?™ e p \ 
ee e a 0° 

x ‘ ce 


for 
Your Tiny 
Clientele 


“They Look Real” 


ADE «. TAYS 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 
BRANCH OFFICES REPRESENTATIVES 


New York Dallas J. T. Rowntree, Inc, 
200 Fifth Avenue D. D. Ostott, Inc. Los Angeles 
Chicago ae Fat tak ‘Gn 
Merchandise Mart A. T, Otis Denver ane: 
Room 14111 111 Summer St. Portland, Seattle 
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BAI /ANCED DRAFT 


y/ / DEPENDA (BLE LIGHT 
[IN A /STORM - - - 


ELL Dietz “Little Wizard” Lan- 
terns to Campers—for a faithful 
/’ bright light in summer storms. 


VA The superior lighting power and assured 

/ / dependability of Little Wizards can be 

yj’ credited to Dietz system of scientific 
combustion and balanced draft—fea- 
tures that combine with others to make 
Dietz Lanterns the BEST Sellers— 
always PROFITABLE to handle. 


R. E. DIETZ COMPANY 


} 
NEW YORK 
; Largest Makers of Lanterns in the World 
hi ti —Founded 1840. Output Distributed 
13 Through the Jobbing Trade Only. 
// We Do Not Sell Mail Order 


Houses and Chain Stores. 





DIETZ 
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OUT PROSPECTIN’ | 


Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 


There’s a little touch of the “sour dough” 
in most of us. We like to pitch our own 
tent—build our own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


Sa Deda ers - BS perpen, Lah 6S ig 
Sy RIG co ERR SRE aia Se ana ee 
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We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 


Hardware Age 


239 W 39th Street, New York City 


HARDWARE AGE 















s aenliine somditonnalll. 


Fig. 60 Fig. 61 Fig. 62 Fig. 66 


‘sie SHERMAN 


Brass Fittings for Spray Outfits 





BRASS These popular high grade fittings are made of thoroughly 
durable, long wearing BRASS. 








Fig. 63-A GOODS 
They are guaranteed to withstand the heavy pressures and 
That hard service that Spray Apparatus usually receives. 
Endure They retail profitably at prices from 10c to $1.40 each. Lib- 


eral discount. 
Sold Through Jobbers 


on H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 


an 


Fig. 64 Fig. 67 Fig. 68 Fig. 69 Fig. 71 








Fig. 70 





























MACHINE SCREWS CORBIN 


Wood, Drive, Coach, Machine, Set, Cap, Thumb SCREWS—Special Automatic Screw 
Machine Products—Stove, Tire, Sink BOLTS—Machine Screw, Stove and Tire Bolt, 
U. S. S., S. A. E. Castellated, S. A. E. Plain NUTS—Jack, Plumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS—Escutcheon Pins—Speedometers—Tachometers. 


THE CORBIN SCREW 
CORPORATION 


® THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN. 


Warehouses: 
New York Chicago 


Philadelphia 














AUGUST 6, 1931 

















HE outstanding TRIMO character- 
istic which has been recognized 
by wrench users for many years 
is the dependable strength which 


only an ALL-STEEL tool can produce. 





All Steel 
TRIMO 


has made 


STRENGTH 


SAFETY 
the tirst 


consideration 
in the choice 


of a 


pipe wrench 





Strength and safety, you will find, have 
become considerations of first import- 
ance among your wrench customers, 
and strength and safety have been dic- 
tating TRIMO sales for over 40 years. 


makers of TRIMO wrenches, pipe cutters, 


TRIM 0 Trimont Mfg. Co., Roxbury (Boston), Mass., 
vises and TRICROME silvered cutter wheels. 
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OAMESZ2 


More Ames Shovels 
are sold than 


any other kind 









mee SMOVEL & TOOL CO. 


NORTH EASTON MASS. ANDERSON, IND. 
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WHAT IS 
AN IDEA 
WORTH? 


L. you have a dollar and I 
have a dollar and we trade—we 
each have a dollar! 

But if you have an idea and 
I have an idea and we trade— 
we each have TWO ideas. 

One of the best ideas I ever 
gathered into my note book was 
the value of building business 
with farmers. 

The average farmer has at 
least three saws, but he really 
needs eight or ten different 
saws. And he has lots of use for 
a work shop, fitted up with a 
good set of saws and tools. 

Some folks would have you 
think that the farmer is “bus- 
ted” but that is just one of the 
many reasons you hear for giv- 
ing up and not doing business. 

When you start to building 
customers make friends with 
some good farmers and find out 
the many uses they have for 
saws. 

Show them the value of buy- 


mOW 4 


= 


ing quality in service in a good 
Atkins “Silver Steel” Saw. 
Farmers know values by using 
what they buy. You will find 
they want just what you have to 
sell in Atkins Saws and Tools. 
You can’t know what farmers 
want in a saw by staying in the 
store. Take time out to go to 
the farm and see for yourself. 
The best way in the world to 
get business is to go after it. 
And the best way to go after it 
is to have an idea. Here is an 
idea. A good farm work shop 
equipped with good saws and 
tools is one of the best invest- 
ments any farmer can make. 


L§ 





HOW TO PROVE VALUE 


= customers and prospects think in terms of value when ready to buy 
a saw or tool from you. Do they measure value by the facts which show that 
the article is made in a certain way?—The answer, as Andy would say, is “Yes” 
and “No”—mostly “No.” On the other hand, their main concern really is how 
well and how long the saw in question will serve them. 


Next week Sam Sayles in his message to Hardware Merchants tells why real 
quality always proves its value in service. Don’t miss it, and while you are 
thinking of Sam send your name to be added to our mailing list to receive his 


complete series FREE, 
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Silver Steel 
Cross Cut Saws for 
the Farm 


Hiner is a Cross 


Cut Saw — Atkins 
No. 5, that you can 
recommend to your 
farm trade to give 
them years of hard 
service. It’s one of 
our highest grade 
patterns; made of 
SILVER STEEL, 
and SEGMENT 
GROUND. Will 
hold its temper and 
sharp cutting edge 
assuring the user of 
fast, clean cutting 
without binding. 
See your jobber for 
a stock of these 
blades. 


Write us for a copy 
of Atkins Saws on 
the Farm, a book of 
which you will 
want a supply to 
hand out to your 
farm customers. 
Let us help you de- 
velop this highly 
profitable market. 
Send for the book 
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Where Credit Is Due 
Scien NORVELL in discussing mer- 


chandising and credit conditions during the 
past two years, aptly refers to the jobber as a 
“shock absorber.” Certain it is that wholesalers 
generally have eased the credit situation for retail- 
ers, and thus allowed many merchants to remain in 
business, who otherwise would have been forced out. 

These extensions of credit have undoubtedly been 
expensive to the wholesaler, but they have been life 
savers to many perfectly good retailers who were in 
turn forced to carry heavy book accounts over long 
periods. : 

The wholesaler too has met the issue in carrying 
a large variety of goods to satisfy the necessary 
small-order, frequent purchase policy of retail mer- 
chants. That, however, is the wholesaler’s function, 
and in performing that service, he has merely done 
well those things which his retailer customers had a 
right to expect him to do. His job is to collect the 
merchandise from manufacturers, and warehouse it 
for distribution in smaller lots to retailers. The 
depression has but emphasized the necessity for this 
function of the wholesaler. 

With consumers holding down their buying to a 
minimum, and-eompetition fighting desperately for 
the customer’s dollar, the dealer has seen the wis- 
dom, as well as the necessity, for frequent buying 
on a comparatively small order basis. Conditions 
have made a fairly rapid turnover vital to retailer 
existence. Only through a proper fulfillment of the 
wholesaler’s function could this end have been at- 
tained. 

But in the matter of extended credits; in the 
carrying of merchant’s accounts long past the due 
period; in the continued shipment of goods while 
bills for past shipments were still unpaid, the whole- 





saler has performed a service beyond those which 
his function as a distributor entail. 

In doing so, however, the jobber has demon- 
strated not only the need of the wholesaler’s func- 
tion, but his acceptance of partnership responsibili- 
ties in the independent system of merchandise dis- 
tribution. 


A Plan to Make a Profit Rather Than 
to Meet a Price 


HARDWARE man who has been exception- 
A ally successful in selling builders’ hardware 

was in our offices recently. The conversa- 
tion naturally turned toward the line he is pushing 
so successfully. “How do you account for the 
progress you have made in selling builders’ hard- 
ware?”’ we queried. 

“Well,” he replied, “the main reason is because 
I know the line thoroughly and can talk it intelli- 
gently. I can give the prospect any information 
he wants as regards‘kind, style, finish or value. 
The second reason is that I always figure to make 
a profit; not merely to meet a price. I sell each 
contract on a genuine service basis which warrants 
a good clean profit to the store.” 

He went on to say that in his opinion the average 
hardware merchant selling builders’ hardware 
places too much stress on price competition, stock 
turnover and details, with not enough attention to 
the right kind of selling. “The ordinary builder 
is just as susceptible to sound selling arguments as 
anyone else,” he added. “I figure the hardware 
carefully,” he said, “and sell my customer on the 
job, which will be to his eventual benefit, whick 
includes a reasonable profit for myself.” 

This is mighty good logic and the success of this 
merchant proves that he is on the right track. There 
is no money in merely meeting prices! 








Protect Your Profits—Sell Osborn Brushes 


BORN BRUSHES and Brooms 

are built to do good work. Once 
used, they are not forgotten when the 
time comes to re-order. An Osborn cus- 
tomer is a worthwhile customer. He 
knows the little he might “save” in the 
purchase price of “cheap” brushes is in- 
significant compared to the real savings 
made possible by Osborn Brushes. 
Why sacrifice your selling time and 
take low profits on inferior brushes and 
brooms? Sell Osborn Brushes and pro- 


tect your profits and your customers. 


WWE OS 80RN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 
Branch : New York + Detroit 
Chicago: Francisco - Los Angeles 


Osborn Floor Sweeping Brush of the No. 530 line. This is one of 
a complete ot Floor Sweeping Brushes designed to 


sweeping requirements. 
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The show win- 
dow is becom- 
ing the “great 
salesman” and 
there are good 
sound reasons 
for this. 









Retailing 


ROM the standpoint of 
OF ectenticns what do 

we find in the nature of 
new principles adapted to the 
changing market, supply and 
method conditions? In spite of 
the wholesale price cutting that 
has been and is being engaged 
in, it is unlikely that this move- 
ment will extend any farther in 
the trade or that it is suited, as 
a policy to present days aims for 
fair profits. 

On the other hand, we are liv- 
ing at a time when it is very nec- 
essary for the retailer to use the 
“special” with skill and _ re- 
sourcefulness because the “spe- 
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Profitable 





Third and _ con- 
cluding article of 
a series by E. J. 
Clary. The au- 
thor tells here 
how to keep in 
line with the new 
conditions of do- 
ing business. 


cial” has taken its place as a 
prime booster of sales and no 
store can progress very far un- 
less specials are a keynote of the 
merchandising policy. 

Specials give the management 
of any store something definite 
and interesting to advertise, to 
display and more important yet, 
to talk about. They are the 
“news” of the business and they 
attract people who buy addi- 





tional items; they do not give the 
store an aspect of a price slash- 
ing institution, but they do fit in 
with modern buying and shop- 
ping habits. Many a retail busi- 
ness in the trade is being built 
up almost solely through the 
clever display and sale of spe- 
cials and no retailer can afford 
to overlook this fact from now 
on. The special, of course, may 
take on the character of a com- 
bination offer; it may consist of 
a slow moving item upon which 
money can be made on a quick 
turnover at a low price. It may 
be the result of a special buying 
opportunity which allows the re- 
tailer to make a normal profit on 
it if he can move the goods 
quickly through special display, 
advertising or floor salesman- 
ship. 

It is easy enough to see on 
every hand the competition that 
rules in the field of display and 
talks with progressive retailers 
in this regard show a full real- 
ization that we are due for some 
further changes in display meth- 
ods and in display budgets. 
With the rise in rentals, espe- 
cially for choice locations, the 
dealer cannot afford to stint un- 
duly on his window appearances. 


The “Great Salesman” 


More and more the show win- 
dow is becoming the “great re- 
tail salesman” and there are 
good, sound reasons for this. 

At the present time, conges- 
tion, even in the smaller towns 
and outlying communities grows 
steadily. More people walk the 


streets; more people shop be- 
(Continued on page 62) 
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Murray C. French 
in this article, the 
third of a series of 
complete retail 
stories, draws the 
contrast between 
figures and mere 


guessology. 


man, shoved a piece of 
paper across the counter 
toward the Old Veteran. It read: 


10 knives @ $1.00 = $10.00 
ll knivese@ .90=— 9.90 

The Old Veteran looked the 
paper over carefully and burst 
out: “Right you are, my boy, 
right you are! Now what, pray 
tell, is the deep significance of 
this great mathematical discov- 
ery?” 

“According to these figures, 
Old Vet,”’ Bob answered, “if we 
reduced our prices ten per cent 
we'd have to sell only ten per 
cent more items to be doing about 
the same total business. It’s a 
cinch it would be easier to sell 
eleven knives at ninety cents than 
ten knives at a dollar. I’ve al- 
ways had a hunch we would be 
making more money if we low- 
ered our prices.” 

“H’m, h’m, make more money 
by lowering prices,” the Old 
Veteran mused. “That’s a fa- 
miliar sounding theory. Used to 
hear it lots thirty years ago. 
Make more money .. . .” 

“And furthermore,” Butler in- 
terrupted, “if we sold two more 


B OB BUTLER, the hardware 
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Why Try to “Hunch” Your Way to Success When 


Arithmetie Is So 


knives instead of one our sales 
would actually increase. Like 
this:” 
10 knives @ $1.00 = $10.00 
12 knivese@ .90=— 10.80 


The Old Veteran took a couple 
of long puffs on his pipe. “You’re 
still right, Bob, but I believe you 
have forgotten one little thing. 
You’ve got to pay for those knives 
as well as sell them. Suppose 
they cost, well, let’s say, sixty- 
five cents apiece. Now—at a 
dollar your gross profit is thirty- 
five cents, but at ninety cents it 
is only a quarter. See here:” 


10 knives @ $.35 gross profit = 
$3.50 
12 knives @ _ .25 gross profit = 
$3.00 


“Not so good, not so good!” 
The Old Veteran shook his head. 
“You sell more knives . . . . for 
more money . . . . but make 


less profit. That’s no fun! H’m, 
h’m, now you let me figure a 
minute.” 

Bob Butler stepped away to 
wait on a customer while the Old 
Veteran bent over his figures (see 
chart). 

“Listen here,” said the Old 
Veteran when Butler returned. 
“Don’t ever forget you pay your 
bills with money, not with sales 
nor with percentages, but with 
the money left over after you 
have paid for the goods you sell. 
Gross profit is another name for 
that money. 

“So, if you reduce prices 10 
per cent you must sell 40 per 
cent more units to make the same 
gross profit. Instead of selling 
10 knives you must sell 14 to 
take in the same gross profit— 
the bill-paying money. 

“And that 40 per cent increase 
in unit sales would mean a 26 
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THE QUESTION 


If a knife costs 65c., how many knives must you sell to take in $3.50 gross 
It depends on how much you sell them for. 


profit? You're right! 





1 





10 knives at $1.00 


18 knives at 85c. 


THE ANSWER 


= $10.00, making $3.50 gross profit at 35.0 per cent mark up 
12 knives at 95c. = $11.40, making $3.60 gross profit at 31.6 per cent mark up 
14 knives at 90c. = $12.60, making $3.50 gross profit at 27.7 per cent mark up 
= $15.30, making $3.60 gross profit at 23.5 per cent mark up 





if 





Can you do it on the same expense? 





WHAT THE ANSWER MEANS 


A 10 per cent reduction in price (from $1 to 90c.) means a 7.3 per cent 
smaller mark up (from 35 per cent to 27.7 per cent). 
gross profit, $3.50, you must sell 40 per cent more items (increase froma 10 to 14), 
which would mean a 26 per cent increase in dollar sales (from $10 to $12.60). 


Think twice, Mr. Retailer, before you say “Yes.” 


To take in the same 
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Bob Butler scratched his puzzled 
head. 
tell an unnecessary mark 
from an advisable one.” 

“And that’s what distinguishes a 
merchant from a store keeper,” 


“Yeah, but it’s so hard to 
down 


the Old Veteran reminded him. 


per cent increase in dollar vol- 
ume to take in the same gross 
profit in dollars. For instance, 
suppose this year you did $100,- 
000. Next year if costs remain 
the same and you reduce prices 
10 per cent you must do $126,- 
000. And to reach that volume 
you must sell 40 per cent more 
items—got to get 40 per cent 
more customers in the store. Sell- 
ing them may not be so hard, but 
getting them through the front 
door—that is a job!” 

“Say, Old Vet, you’ve got me 
worried,” said Butler. “I never 
thought a 10 per cent reduction 
amounted to anything.” 

“And that’s not all,” continued 


the Old Veteran. ‘You would 


have to sell that 40 per cent in- 
crease in items on the same ex- 





AUGUST 6, 1931 


pense. Now Bob, you wouldn’t 
put your hand on the Bible and 
tell me you could sell 14 tires, 
for instance, on the same expense 
as 10 tires—the same clerk hire, 
delivery and service expense— 
just because of a 10 per cent re- 
duction in price. 

“Furthermore, you would be 
doing all this merely to stay even. 
That’s no ambition! You aim to 
do better than last year, I know. 

“The old saying is just as true 
as it ever was: The profit is all 
in the top ten per cent of the 
volume. Cut off the top and your 
profit disappears but your ex- 
penses remain unchanged.” 

The Old Veteran cleared his 
throat uneasily. “Of course it’s 
none of my business,” he apolo- 
gized, “but didn’t I hear you 










shaving the price to that customer 
a minute ago?” 

“Well, not exactly, but he 
didn’t look as though he would 
pay the price for that fishing 
tackle, so I just priced it a dollar 
less to start with. Then I told 
him about, it after he bought it. 
Make him feel good, you know.” 

“Now, you won’t mind a good 
lecture, would you, Bob?” smiled 
the Old Veteran. “The hardware 
business is subject to many un- 
avoidable losses and mark downs. 
As a general rule the quicker 
these losses are taken the less 
they amount to and the better it 
is for the business. 

“But an unnecessary mark 
down—ah, there is one of retail- 
ing’s worst crimes! Listen to me, 
Bob Butler, while I pronounce 
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sentence on you for your crime 
committed a minute ago. 

“Suppose you ordinarily make 
a net profit of 5 per cent. You 
must do an additional $20 worth 
of business to get back that 
dollar. If you usually make 2 
per cent profit you must do an 
extra $50. Some retailers are 
going to make only 1 per cent 
this year. They will have to do 
an additional $100 worth of busi- 
ness to make up for every dollar 
of unnecessary mark down!” 

“You don’t say!” 

“So whenever you plan on 
lowering a price—hesitate an 
extra minute. Figure how much 
the mark down will amount to 
at retail. Then multiply that 
amount by anywhere from twenty 
to fifty and say to yourself, 
‘That’s how much business I must 
do to offset this mark down.’ 

“That, Bob, will make you 
think! Immediately you'll ask 
yourself whether that mark down 
is really necessary, whether the 
goods can’t be sold by some other 
means. You will give that mer- 
chandise more attention, more 
display, more salesmanship. 
Mark downs will be the last re- 
sort. 

“Yet, sad to say, when goods 
need moving it’s the national 
hardware habit to think of price 
first. Maybe I’m wrong, but 
sometimes I think the mark of a 
real merchant is his ability to do, 
without mark downs, the things 
mark downs are supposed to ac- 
complish.” 

Bob Butler scratched his puz- 
zled head. “Yeah, but it’s so 
hard to tell an unnecessary mark 
down from an advisable one.” 

“And that’s what distinguishes 
a merchant from a store keeper,” 
the Old Veteran reminded him. 

“Furthermore, some of the 
most serious unnecessary mark 
downs occur out there in the re- 
ceiving room—before the goods 
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ever see the shelf. 

“You can’t make money any 
faster. than by spending a little 
extra time marking prices on new 
goods. Here’s a little kitchen 
gadget bought to sell for 35 cents. 
But wait a minute! Look it over. 
Ask yourself, ‘Will it bring 39 
cents just as easily ?’ 

“Tf it sells at 39 cents you 
have made an extra 11 per cent 
right there, a handsome profit if 
you ask me. A lot of hardware 
items are sold at one dollar just 
because $1 is a natural and easy 
figure to write. Many of them 
would bring $1.15 or $1.19 just 
as easily if the merchant had only 
stopped to think, if he had studied 
the merchandising appeal of each 
article and if he had taken the 
time to do a little third grade 
arithmetic. 

_ “But, Old Vet, you don’t seem 
to think customers are any judges 
of value, do you?” 





“Yes and no, mostly no. I do 
say this: Whatever knowledge 
they have of values has been ac- 
quired by looking at price tickets. 
When you price an article at $4 
everyone, including customers, 
clerks, window shoppers, and 
even you yourself, immediately 
thinks of it as a $4 article. The 
price ticket says so—that’s all 
there is to it. 

“If you had priced it $4.25 it 
would have been just as firmly 
fixed in all those minds that the 
thing is worth $4.25. The price 
ticket says so—that’s all there is 
to it. This is absolutely true 
within reasonable limitations. 

“Yet that insignificant twenty- 
five cent difference, applied here 
and there throughout the store, 
day after day, year after year, 
may sink or save the merchant. 

“Bob, why try to hunch your 
way to success when arithmetic 
is so easy ?” 





Hardware Council Approved Resolutions of Gas and 
Electric Utilities Organizations 


OLLOWING a discussion on pub- 

lic utility merchandising prac- 
tices, the Hardware Council, meeting 
in Cleveland, Ohio, June 20, ex- 
pressed its approval gt the action 
taken in Atlantic City conventions, 
this year, by the American Gas Asso- 
ciation and the National Electric 
Light Association. The approval 
centered chiefly around the similar 
resolutions adopted by these utility 
bodies. These resolutions were 
printed in full in Harpware AGE, 
July 2 issue on page 62. 

The Council urged, in a resolution 
of its own, consideration of the utility 
resolutions and suggested participa- 
tion, particularly by retailers and 
wholesalers in local conferences. The 
text of the Hardware Council’s rec- 
ommendation follows: 

“The Hardware Council finds sat- 
isfaction in the fact that the Ameri- 
can Gas Association and the National 
Electric Light Association have evi- 
denced their recognition of the evils 


connected with appliance selling 
through general statements of prin- 
ciples, and in the series of recommen- 
dations by each to its members of 
procedure contemplating the discon- 
tinuance of uneconomical and other- 
wise objectionable merchandising 
practices. Constructive purpose is 
shown by the urge that power com- 
pany officials initiate local confer- 
ences with other appliance dealers 
with the intent that sound merchan- 
dising methods may be followed in 
appliance selling to the mutual ad- 
vantage of all in interest. There- 
fore, the Hardware Council recom- 
mends that all branches of the hard- 
ware industry, and particularly re- 
tailers and wholesalers, give consid- 
eration to the policies enunciated by 
the utilities and join in local confer- 
ences and other forms of cooperation 
to place the merchandising of gas 
and electric appliances on a basis 
fair to all distributors and to the 
public.” 


HARDWARE AGE 





























Bey 








How to 


Overeome 


the 


Priee 
Bugaboo 


OST beginners and many 
M experienced salesmen 
are “price cowards.” 

They seem to have an uncon- 
trollable fear of the prospective 
customer’s reaction to price. 
They allow this needless fear to 
force them into selling cut prices 
rather than merchandise, failing 
to realize that the fellow who can 
sell nothing but price is in no 
sense a salesman; that narrow 
margins are not usually the fore- 
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runners of better profits or in- 
creased salaries. 

If you are really afraid of 
price, try keeping it out of your 
sales talk as much as possible. 
When it finally comes up you 
will probably find it much less 
of a bugaboo than you had an- 
ticipated. 

Whenever you are showing 
goods of high quality and real 
merit, make it a point to keep 
price in the background until you 
have thoroughly explained the 
uses and advantages of the arti- 
cle. If it is an item of good 
quality and workmanship, it will 
naturally carry a price to fit its 
value—a price that may at first 
glance seem high to the cus- 
tomer. If he is given the price 
before he fully understands the 
reasons for and the fairness of it, 


Twenty-third of a series of short 
articles for the man on the sales 
floor 


price alone may prejudice him 
against the article. Quoting price 
first builds up resistance to the 
sale, while a presentation of 
value makes the price appear 
fair and reasonable. Of course, 
if the customer asks for the price, 
it is up to you to give it to him, 
but don’t be too quick to volun- 
teer on the price question. 

Let us presume that a customer 
asks to see a hammer. Instead 
of saying, “Here’s a good one 
for $2,” or whatever the top 
price may be, try starting your 
selling argument along lines 
similar to this: Hand your cus- 
tomer a quality hammer and 
say: “Here is a hammer that 
never fails to give satisfaction. 
This hammer will never chip; it 
is made of the best steel under 
a special process which prevents 
chipping. Each hammer is indi- 
vidually hardened and tempered 
so that after years of hard usage 
the face will be as smooth and 
serviceable as it is right now. 

“Examire the handle; it is 
made of selected second growth 
hickory, and shaped to fit the 
hand without tiring it. Test the 
hang; see how nicely it balances. 
You can’t strike your knuckles 
at the last couple of blows as you 
can with a poorly balanced ham- 
mer. Notice the sweep of the 
claws and their bevel. The long 
sweep gives a powerful leverage, 
and that bevel will cling so tight- 
ly that you can actually draw a 


nail, head and all, through any 
(Continued on page 65) 
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e well lighted airy appear- 
ance of the Thatcher Hardware 
at Asbury Park, N. J., should 
bring many women customers. . 
Note the display of glassware 


at the left. 
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Photo Courtesy Duluth Show Case Co., Duluth, Minn. 


Store Arran sement 


O merchant today ques- 
N tions the value of women 
customers. Too many 
studies and merchandising sur- 
veys have proved that—it is the 


woman that buys. 
First of all women like clean- 


‘ 


liness. If they are dressed in a 
light colored summer frock, they 
do not want to collect a lot of 
dirt just to have the privilege of 
trading at any particular hard- 
ware store. Your store should 
be as clean as a well kept home, 

if you want 

women custom- 


JOHN H. GANZER in this installment of 

his series on Planning a Hardware Store 

for Profit, carries the modern method a 

few steps further. After the arangement 

of the merchandise is completed, personnel 

and atmosphere are subjects you must 
consider. 


ers. 

Next in im- 
portance is to 
have on display 
the class and 
variety of mer- 
chandise_ in 
which women 


are interested. Colored glass- 
ware, dishes, gift merchandise, 
colored enamelware and _ all 
kinds of kitchen conveniences. 
These are the displays that at- 
tract women. Display these and 
similar items only, keep the dis- 
plays clean, be sure that prices 
are displayed in large plain fig- 
ures and the rest is easy. 

Good light and good air is an- 
other requisite. Some hardware 
stores smell as if they had just 
been painted inside. Others as 
if something had died in them. 
Neither of these conditions will 
attract women, things of this 
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Here is an attrac- 
tive small store 
that would sure- 
ly appeal to any 
woman. Notice 
the lattice work 
at the rear and 
the cretonne 
drapes leading to 
the rear room. 
This is The Eck- 
ersley Hardware 
at Vancouver, 
B. C. Ill bet a 
woman has some- 
thing to do with 
the keeping of 
this store and 
she knows what 
women like. 
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Photo Courtesy Duluth Show Case Co., Duluth, Minn. 


' to Attract Women 





Can you imagine a woman 
going into a store like this 
and “shopping.” She would 
be lucky if she could go in 
and come out without tear- 
ing her dress or soiling it. 







kind will surely drive them away. 
So much for the store and 
merchandise. 
Now about the personnel. 
Women notice the appearance 
of salespeople and are usually 
: particularly sensitive to the 
. treatment they receive. 
q Light green, light tan or other 
light colored jackets worn by 
the salespeople help to make the 
store catering to women more at- 
tractive. 

No woman likes to be served 
by a salesman who is running 
around in his shirt sleeves, prob- 

(Continued on page 63) 













Photo Courtesy Duluth Show Case Co., Duluth, Minn. 





AUGUST 6, 1931 





AFTER th DEPRESSION | 


30 


by LLEW S. SOULE 


WAS a decidedly poor 
193 business year. 1931 

hasn’t been any too good 
to date. Meanwhile 1928, and at least 
half of 1929 are pointed out as periods 
when business was at its peak. And yet 
—there are many in the hardware indus- 
try whose net profits were proportion- 
ately no better in the peak years than they 
have been since the depression started. 

WHY? 

Largely because the years just back of 
the “Break,” while good sales volume 
years, were in many cases poor profit 
years; years in which many hardware 
concerns registered heavy sales totals and 
little net profit. 

Now the indications are that we are 
facing a long slow climb toward another 
period of good business. Will the hard- 
ware industry translate that upward climb 
into actual prosperity, or will it follow 
past precedents and translate it into an- 
other period of profitless, “make-believe” 
prosperity? Are all the sacrifices, the 
worries and the forced economies of 1930 
and 1931 to yield nothing but unpleasant 
memories? Men learn by experience 
but the school of experience is an expen- 
sive one; far too expensive, if its lessons 
are to go unheeded. And so, as a part of 
the hardware industry, we earnestly and 
honestly urge that great industry to heed 
the bitter lessons of the past decade and 
get back to the sound basis of business at 
reasonable profits. 

It can be done. It could have been 
done long ago. It is not a matter of gen- 
eral conditions, but of policies and meth- 
ods within the industry. Profits which 
failed to materialize during the boom 
years, were not stolen from the hardware 
industry; they were thrown away. 

For years the hardware industry, de- 
spite its progressiveness in other ways, 


has, from top to bottom, blindly and 
doggedly refused to take its legitimate 
earned profits on the products which are 
essentially hardware; items which are not 
to be obtained from other sources of 
manufacture and distribution. 

If during the ten years prior to the de- 
pression; the hardware industry had taken 
reasonable profits on those essentially 
hardware items, it would have had little 
trouble in meeting the price competition 
on allied or near hardware lines. 
There would have been no necessity for 
asking high profits on goods from other 
sources of supply. The industry general- 
ly, could have built a reserve, from 
profits which it undoubtedly earned— 
but which through shortsighted policies 
it failed to collect. It could have faced 
depression with a confidence born of 
sound business practices and backed by 
an anchor to windward. 

Think of the number of lines and items 
of strictly hardware nature, which were 
used as price footballs, within the indus- 
try. We laugh at the grocer who sells 
sugar at aloss. What do you suppose he 
would think if he knew the conditions 
which have so often prevailed in nails, 
scteen wire, butt hinges and dozens of 
other items of staple hardware? 

He might wonder, as we do, what the 
makers and distributors of hardware 
would do with another period of pros- 
perity if they had it. 

Until the hardware industry quits its 
useless and expensive internal price wars 
on items which are essentially hardware, 
it can make no profits despite periods of 
general prosperity. Until it develops the 
courage to ask consumers of standard, 
staple hardware items to pay, not only 
the cost of the goods, but a reasonable 
profit to the makers, distributors and sell- 
ers, it will face depression, good years 


or bad. 
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Of course, there will always be the ne- 
cessity of sacrificing at times, profits on 
lines which meet the direct competition 
of supply sources outside the hardware 
channels. Is that, however, any reason 
for throwing away profits on those items 
or lines which are made, distributed and 
sold exclusively by the hardware in- 
dustry ? 

The laws of economics affect industries, 
as well as individuals. When an indi- 
vidual makes and sells on a profitless 
basis, he eventually fails. So does an in- 
dustry. Yet—the hardware industry has 
for years been staging a race among its 
own members, to determine how much 
profit they can give away and still keep 
going. Even the depression has failed 
to stop the contest. If it continues for 
another decade there will be no 
“RACERS” left. 

Can it be that the hardware industry is 
under-rating its own products and serv- 
ices; that it has a:false conception of the 
public’s fairness and intelligence? We 
are all part of the general public. Do we 
begrudge a fair profit to those with whom 
we deal? The consumer is no fool. He 
knows that there must be a fair recom- 
pense for the making, stocking and selling 
of goods. Furthermore, he does not ob- 
ject, provided he gets value received in 
quality and service. 

It is just another case of minority rule. 
The actual number of manufacturers, 
wholesalers and retailers who would de- 
liberately resort to cut-throat, price-under- 
mining, trade-disrupting tactics within 
the industry, are few indeed as compared 
to those who believe in sane business 
methods. The rest follow, because they 
believe they are forced to do so. Asa 
matter of fact the real culprits could be 
pushed out of the picture in short order, 
if the intelligent, reputable concerns of 
the industry would but present a solid 


AUGUST 6, 1931 


Without Profit? 


front in the making and selling of hard- 
ware according to sound business prac- 
tice. How long will the TAIL continue 
to wag the DOG? 

Competition is not a mere matter of 
price. One of the worst things competi- 
tion can do is to keep profits too low. The 
kind of competition needed is the com- 
petition to create better merchandise at 
better values; to increase efficiency in giv- 
ing the public good service. That entails 
earning a profit, as well as collecting it. 

Don’t let the two years of depression 
drive from your minds the memory of 
those unprofitable years in a prosperous 
era; years which should have taught man- 
ufacturers, jobbers and retailers much 
about the real economics of merchandis- 
ing; years which made the depression 
much harder to face than would otherwise 
have been the case. 

If the hardware industry has not 
learned its lesson, it is certainly not the 
fault of Old Man Experience. 

During the era ahead, as business in 
general works its way upward, there will 
be a wonderful opportunity for the hard- 
ware industry to get its feet back on solid 
ground; to eliminate foolish price com- 
petition among its own members on mer- 
chandise essentially its own; to get on a 
basis of proper buying and sensible 
selling whereby it can give the public a 
full measure of quality and service in ex- 
change for a fair price which includes a 
reasonable profit recompense. No sale is 
a good one which does not benefit both 
buyer and seller. 


Unless the industry grasps that oppor- 
tunity, the coming era of better business 
will mean to many hardware men, merely 
another period of work, worry and head- 
ache, interspersed with business funerals. 

Prosperity without profits is only 
Depression in its Sunday Clothes. 


Prosperity. or Merely Sales Volume 
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A living room in an Early American 
farmhouse is shown, page 33. The batten 
doors and the simply designed, wrought- 
iron strap hinges and latches are typical 
examples of early hand-wrought work. 
The back-latch and wrought-iron hinges 
on the batten door add to its distinction. 








the early Ameri- 

can period was 

usually made of hand- 

wrought iron, executed and de- 

signed by the village blacksmith, 

the only exception to this being 

the hardware brought from En- 

gland and other European coun- 

tries and found in the seaboard 
towns and cities. 

The early history of Ameri- 
can hardware forms an interest- 
ing story. Before the use of iron 
became general, the settlements 
that were isolated from the source 
of supply depended upon wood, 
and their door hardware, con- 
sisting of hinges, catch, staples, 
and bars, was usually made of 
this material. With the discov- 
ery of iron, its use became gen- 
eral, and we have the beginning 
of our wrought-iron hardware. 

While not distinctly American 
in the sense of originality and 
design, the wrought-iron work of 


r [i hardware of 
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Hardware 
of the 


American 
Colonial 
Period 


By BERNARD 
J. MeGARRY 


in “Good Housekeeping” 


Many helpful pointers for hard- 
ware merchants and salesmen, 
who are catering to the current 
consumer demand for appropri- 
ate finishing hardware for Colo- 
nial homes will be found in the 
accompanying abstract of an ar- 
ticle which originally appeared 
in the April issue of “Good 
Housekeeping.” The, extracts 
are here reprinted by special 
permission and should enable 
those who sell builders’ hard- 
ware to discuss it in an authori- 
tative manner and to present it 
more effectively. 


the early Eighteenth century 
does have a certain charm and 
possesses an individuality which 
deserves a great deal of recogni- 
tion for its artistic merit. Its 
great beauty lies in its simplicity 
of design, which reveals to us 
the necessities of the Colonists, 
and the rigors and privations 
that they endured, all of which 
eliminated any thought of elabo- 


At the left are some modern copies of 
Early American wrought-iron hardware 
which are available today. Below is a 
modern example of the hardware of the 
early Eighteenth century. Each half of 
the Dutch door shows interesting types 
of hardware in an effective setting. 











ration or decoration. It bears 
the stamp of the simple life led 
by our hardy forebears. 

Each locality developed its 
own style of hardware according 
to the origin of its settlers. For 
example, in New York and New 
Jersey we find the impress of 
the Dutch. In Pennsylvania are 
the European traditions of the 
Germans, and in northern New 
York and the New England states 
we find the work of the French. 
Throughout all the colonies can 
be found the handiwork of the 
English, and this latter influence 
is the most predominant in our 
wrought-iron hardware. 

Two principles of design 
are embodied in the work 
of our early craftsmen: the 
perfect suitability of the ob- 
ject to its function; and 
purely structural beauty. 
The earliest types of 
our wrought-iron hard- 
ware were usually 
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made of wagon tires or flat bars, 
and consisted of strap hinges, 
bars, and latches. They were 
made in the simplest forms with 
no attempt at ornamentation. 

The illustrations on this page 
are excellent examples of the 
modern adaptations of our early 
iron work. The photograph at the 
right of page 32 is a view of the 
interior side of a Dutch door, 
showing the use of strap hinges, 
characteristic of the late Seven- 
teenth or early Eighteenth cen- 
turies. There is a set of hinges 
for each half of the door and also 
a bolt and latch for the upper 
one. The lower one has a bar 
and a quadrant for opening the 
door from within. This hard- 
ware is decidedly Dutch in char- 
acter and is found today in many 
of the old houses in the Dutch 
settlements of New York and 
New Jersey. 

At the left on page 32 is a 
view of a hall door in a farm- 
house of early American origin. 
The hardware is of plain design 
and consists of strap hinges and 
a back-latch. 

Early American wrought iron 
has a variety of design. In the 
late Eighteenth century we find 
it becoming more decorative; 


ee 
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without abandoning its original 
forms it begins to adopt some of 
the characteristics of the work of 
the European craftsmen. The 
work of this period is best, for 
the craftsman took great pride in 
the excellence of his product and 
the simplest things were done as 
carefully as the more elaborate. 

The strap work of the village 
blacksmith never showed the 
elaborate detail that was found 
on the hinges of his European 
contemporaries. He kept to the 
simpler designs, making use of 
the arrowhead, the tulip, the 
bean, and the swordfish. There 
is another type, known as the 
Moravian, which was known only 
in certain parts of the Colonies. 

The hardware for a house in 
the early American days in- 
cluded a front-door latch, con- 
sisting of a handle or grasp, 
escutcheon, and thumb-press, a 
pair of strap hinges, and some- 
times a knocker. On the inside 
of the door was a_ back-latch, 
consisting of bar, staples, and 
catch, and the left end of the 
thumb-press. 

The interior doors of the 
house were usually hung with 
H, HL, or L hinges. The latch 


was the simplest form and in 









Illustrations Courtesy Good Housekeeping 


later periods was developed into 
the latch-lock and finally the box- 
lock, involving the use of keys. 
The use of the H hinges, became 
universal, for they were cheap 
and hand-wrought. An. interest- 
ing story is told by Sonn in 
“Early American Wrought Iron,” 
regarding the origin of the shape 
of these hinges. It is said that the 
H, and HL signify Holy and 
Holy Lord and were a protection 
against witchcraft. The more 
delicate types of H hinges were 
used on cupboard doors. 

The photograph in top center 
of page 32 gives you an excel- 
lent idea of how to select bolts 
and hinges for a house of early 
American design. Here we have 
the bolts, both top and bottom, 
for a Dutch door, HL hinges for 
the interior, and strap hinges for 
the exterior. 

It is not generally known when 
the shutter was first brought into 
use in this country, but some 
early examples have been found 
in Pennsylvania. It is not until 
a later period than the one which 
we are now discussing that shut- 
ter hardware was made for gen- 
eral use. The same applies to 
the use of chimney ornaments 
and wall anchors.. The former 
were made in various silhouette 
forms, and the latter are usually 
found in the shape of stars. 

The weather vane was usually 
made of iron and was not found 
in use until the latter part of the 
Eighteenth century. In rare in- 
stances other materials such as 
tin and pewter and sometimes 
copper were used. 

There is an ever-growing en- 
thusiasm for early American 
houses and furnishings today, 
and this has revived a genuine 
interest in wrought iron. Amer- 
ica today possesses craftsmen 
who can execute designs in this 
metal to suit your most exacting 
demands. 
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THE FANATIC IN BUSINESS 


By SAUNDERS NORVELL 
GOOD deal of fun has been poked at 
A the manner in which the Chinese fight. 
The troops march forth to battle carry- 
ing umbrellas. When it rains, a truce is de- 
clared. In bad weather, fighting is stopped. 
Then frequently the generals of the opposing 
armies get together, talk over matters, and one 
army will then go over and join the other. 
A certain philosopher has explained the 
difference in Occidental and Oriental ideas 
of fighting. He states that the Chinese do not 
mix their religion with their fighting. War 
is not a religious issue. Therefore the bel- 
ligerents at all times are open to argument 
and when by debate, they become satisfied, 
they quit fighting. On the other hand, clear 
back to the beginning of history, with Euro- 
peans religion and fighting have always been 
The European, including the 


synonymous. 


American, always gathers the idea. when he 
fights, that he is the direct agent of God, 


battling to carry out God’s wishes. The 
enemy is always wrong! He isa heretic! He 
should be exterminated! Therefore, Euro- 
peans and Americans in their fighting always 
carry on a war of extermination. It is a war 
to the death, because it is a religious war. 
With many Americans, success in_busi- 
ness is ‘their only distinction. Their busi- 
ness, therefore, becomes their religion. It is 
their only expression of themselves. These 
business men become fanatics. They are just 
as fanatical fighters in business as the Chris- 
tian Crusaders and the Moors were on their 
battlefields. When a customer is taken away 
from one of this class of business men, he 
feels toward his competitor just as a member 
of the inquisition felt toward a heretic. If he 
could get his competitor, put him in prison 
or tie him to the rack, there is nothing he 
would like better. This class of business men 
make their business a personal matter. To 
do anything to their business is to do it to 
them personally. If you criticize their busi- 
ness, you are insulting them. I have known 
many men who have achieved great success 





in business, and in reviewing these men it 
strikes me that practically none of them had 
the slightest sense of humor. The man who 
is fanatical about his business, does not see 
the funny side of anything. When these. men 
become very successful, when they amass 
large fortunes, they usually continue to work, 
not because they care any more about money 
making, but simply because their souls are in 
their businesses. They have no other re- 
source. They have neglected every oppor- 
tunity for broad culture. 

Then, some of these men, having achieved 
riches, suddenly pose as connoisseurs of art, 
and start collecting pictures, statues, etc. 
They pay enormous prices for these works of 
art, and are easy marks for the art dealers. 
I have met some of these business men art 
collectors and to hear them discourse on art, 
is in itself a liberal education. 

Finally, I have known “Captains of Indus- 
try” who in building up their own businesses, 
were absolutely without compassion, sympa- 
thy or mercy. They forced their competitors 
to the wall, and then bought them out cheap. 
Then, when these gentlemen finally are com- 
pelled to pay the last debt of nature, in other 
words when they die, they leave their fortunes 
to an art museum, a college, or some hospital. 
They are “philanthropists.” Usually the em- 
ployees who have slaved all their lives help- 
ing them build up their fortunes, are entirely 
forgotten. - Distributing one’s money among 
one’s employees is not very spectacular. I 
see little difference between the finish of these 
“Captains of Industry” and the finish of a 
gun man taken for a ride, put on the spot, 
and buried in a $15,000 silver coffin. 

As long as we admire the success of the 
types of merchants I have outlined above, 
just so long will many seek this kind of suc- 
cess. Having no sense of humor, they cannot 
see themselves as they are and have a good 
laugh. Success in business should not be the 
sole end of any man’s life. Business should 
be not the end, but the means to higher and 
better living and thinking. 


paw ccevecesescceee |. 





A ARE nme BY TYTYEREXSE EX KIEL KERIKERI KEK erie YS Lx yx) 
oon 0 seacsssouseresueuarsestsccsnracisssenisnsee ses esseeetiitetDOEStEUSTN EU StEGESTERUSEEATESSBESOUODORI SELES TERT ETET EST RET eS Te Sees SENe TTT Ta TENET ET ET ETETIITOTNTITETETTNTT 5 





EE 


HARDWARE AGE 















MONG the tools in every garage, 
A service station, electrician’s 
kit and plumber’s shop will 
be found a hack saw frame together 
with one or more blades. Although 
it is an article universally used by 
mechanics, its proper use is not 
always understood. 

Many workmen experienced in 
their trades instinctively select the 
correct tool for each specialized task 
which they encounter. When a metal 
cutting saw is used however, there is 
a tendency to use one type saw for 
widely different kinds of work. As a 
result, the saw is grossly abused and 
the workman, not realizing he him- 
self is to blame, condemns his saw as 
unsatisfactory. 

The general rules for insuring the 
satisfactory performance of hack saw 
blades are logical and easily mastered 
by anyone who has the desire to 
learn. A salesman possessing this 
information is in a position to in- 
crease the store’s hack saw business 


How to Sell Hack Saws 


and is of valuable assistance to its 
customers. 

One of the first things which we 
must consider is the material used in 
manufacturing a saw blade. High 
speed steel hack saw blades have been 
developed for the cutting of hard 
alloys used principally in production 
work. Their advantage lies in the 
fact that they may be operated to cut 
rapidly. They are, of course, subject 
to breakage and due to the cost of 
material and unusual care required 
in manufacture, the price is high. 

For repair and maintenance work, 
many small shops use sawing ma- 
chines which are not in good repair. 
The size and shapes of the various 
materials cut differ widely. Due to 
the unfavorable conditions there is 
inevitably some breakage which 
occurs regardless of whether the saw 
is high speed or tungsten. 

Considering the fact that a high 
speed blade costs many times more 
than the standard tungsten, it is more 





economical to use a tungsten blade 
for this intermittent work. To secure 
the most satisfactory results, the 
tungsten blades should operate with 
a slow speed and heavy feed. The 
high speed can be operated at a 
higher rate of speed. 

Hack saw blades are made in two 
general classes—one used in hand 
frames and the other in machines. 
Both of these types of saws are manu- 
factured in a variety of lengths, 
widths and tooth spacing. 

In selecting a saw, the number of 
teeth to the inch is the most impor- 
tant factor to be considered. Differ- 
ent types of work require different 
tooth spacing so that before recom- 
mending any particular spacing of 
teeth, it is necessary to know the work 
for which it is intended. 

It would be exceedingly convenient 


for the mechanic if he were able to: 


use one saw blade for all metal saw- 
ing. This might possibly be done 
(Continued on page 64) 


The Modern Way to Display and SELL Housefurnishing Items 


The miscellaneous merchan- 
dise table in the foreground sel- 
dom stays the same for more 
than a week. It is a giftware as- 
sortment picked from the reg- 
ular housefurnishings stocks of 
John C. Ross Hardware Co.. 
Austin, Tex., with a few extra 
pieces to provide color tone and 
a novelty touch to the displav. 
This department is in charge of 
Mrs. Etta Hall Merrill, whose 
contributions to HARDWARE AGE 
have been widely read and the 
cause of much favorable com- 
ment. This department was not 
“dolled up” for the photo. It is 
always tidy and spotless. Mrs. 
Merrill says the fundamentals of 
a successful housewares business 
are: cleanliness, orderliness. as- 
sortments, values, a little novel- 
ty, up-to-date stocks, an arrange- 
ment of displays that makes it 
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easy to inspect and purchase 
goods and, above all, have the 
stock, its purchase and display 
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and selling in charge of some 


one who understands and enjoys 
promoting profitable volume. 
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a steady decline in the sale 

of tools during the past five 
years, but at that, up to January, 
1930, there was a good volume 
of business. 

It seems to me, if I remember 
correctly, that I have seen a chart 
in the office of a large successful 
tool manufacturing concern. 
showing that after each business 
decline and depression the pin- 
nacle of the upward trend has 
reached a higher point than 
before. 

I am obliged to admit most of 
that which is said about chang- 
ing conditions such as machin- 
ery, mill work, steel work, and 
masonry, putting something of a 
crimp in the carpenter tool busi- 
ness. But this is not entirely the 
case. In normal times there is 
an enormous amount of fine new 
work, rebuilding, and repair 
work that require the services of 
skilled workmen. 

Then there is the amateur or 
household mechanic. You can 
easily count them by the thou- 
sands. There are few men who 
are not naturally more or less 
apt with tools. Other interests 
have enticed some of them away 
from their household jobs and 
their tools, but I am still of the 
opinion that a great many of 
them continue to spend a portion 
of their time in their workshops, 
and buy an occasional tool. 

A few of us, many years ago, 
saw the possibilities for tool 
business, in the future, in the 
teaching of manual training in 
the schools throughout the coun- 
try. Thousands of boys all over 
the country, who have the nat- 


[’ is a fact that there has been 
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by E. A. CHERRY 


A veteran among. tool sales- 
men, Ed Cherry has been in the 
sales division of the Stanley 
Rule & Level Plant, New Britain, 
Conn., for nearly forty years. 
Always vitally interested in pro- 
moting an appreciation of qual- 
ity tools, he pioneered in this 
activity among manual training 
school students and faculties 
and is known as an authority on 
this phase of tool merchandis- 
ing. This story is based on his 
remarks to the recent Rochester 
(N. Y.) hardware convention. 


ural desire to make things, are 
having this desire developed and 
encouraged in the shops of their 


schools. It has meant, and still 
means, a steady output of ap- 
prentice and amateur mechanics 
who have had their mechanical 
training with the highest grade 
tools obtainable. It has always 
seemed to me that vocational and 
trade training in the schools is 
the biggest boom that has ever 
come to the tool manufacturing 
industry. In my opinion it 
means the sale of a large number 
of tools. 

There is a growing interest in 
woodworking in the Boy Scout 
troops. They have two merit 
badges which can be earned by 
accomplishing something in 
woodwork. One is the badge for 
woodworking and the other for 
carpentry. They work witb tools 
at their summer camp, and at 
Christmas make toys for chari- 
table institutions. Many dealers 
keep in touch with both the man- 
ual training and Boy Scout de- 
velopments in their towns and 
cities. Both buy tools, and many 
other supplies frequently. At 
times the dealers offer their show 
windows to these organizations 
to display their work in, and fre- 
quently offer prizes of tools for 
the best workmanship. I have 
known dealers to present a quan- 
tity of the book known as “You 
Can Make It” to the Boy Scout 
troops, in an effort to encourage 
the boys to use tools. If you are 
not familiar with this book, it 
shows 100 objects that can be 
made out of any sort of a wooden 
packing box. It is published by 
the Department of the Interior 
in Washington, and quantities 
can be procured for a very small 
sum. 
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This window, featuring tools, 

together with seasonal items 

is well price ticketed. It was 

used by Bunting Hardware 
Co., Kansas City 


I think, when conditions im- 
prove, it will be the high grade 
mechanic who will be the first to 
find employment. When this time 
arrives many mechanics are go- 
ing to find themselves separated 
from their tools, and will be 
obliged to buy new ones. 

I am beginning to hear about 
residences of good quality be- 
ing erected in many places, and 
of preparations being made by 
industries to clear for action as 
soon as there is the slightest ex- 
cuse for doing so. 

Tool manufacturers are cer- 
tainly doing their part to hasten 
the day of good tool business. 
There is a great deal of both di- 
rect and indirect advertising be- 
ing done. We know that this 
advertising is being noticed by 
the large number of requests for 
catalogs that we have been re- 
ceiving. 

I know that there is a tendency 
on the part of a certain class of 
the tool-buying public to buy 
cheap tools, and in some lines it 
has reached to considerable pro- 
portions but it is not in edge 
tools. 


Few American Cities 
Overbuilt Survey Shows 


Few representative American cities 
are overbuilt, either with apartment 
structures or single-family residences, 
which means that the carpenter’s ham- 
mer will some day be heard again in 
the land, according to the semi-annual 
survey of the real estate market from 
the National Realtors Association. 

The real estate sales report is about 
50 per cent good. Of the 381 cities 
reporting, 49 per cent either report 
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One of my friends in the tool 
business the other day, speaking 
of a certain cheap edge tool that 
he had bought fifty of, jokingly 
remarked that he had sold 100 
of that fifty. Many of these tools 
had been returned and a good 
tool bought instead. 

It has been predicted often, 
recently, that this was going to 
be a year of real selling in the 
tool business. 

I firmly believe that the tool 
manufacturers who are properly 





their market the same or more active 
than at this time last yea". Eighteen 
per cent of these cities, scattered 
throughout the country, report a better 
market than a year ago. Fifty-one per 
cent show a less active market. Gen- 
eral rent reductions have, of course, 
taken place. 

In 72 per cent of the cities the de- 
mand for single-family residences just 
about equals the supply, 17 per cent re- 
port an actual shortage, and only 11 
per cent have an oversupply. Sixty- 
five per cent of the cities report no over- 





managed and well financed are 
going to get back to the 1925 
levels inside of three years. And 
you can wager that they are aim- 
ing right now to do better than 
that. 

I am acquainted with a large 
number of real salesmen in the 
retail tool business and it goes 
against the grain of each of them 
to ‘sell anything but a high-grade 
tool. I hope that this is going to 
be the feeling of a lot more sales- 
men in the future. 


supply of apartment structures, 12 per 
cent have a shortage, and only 23 per 
cent have too many of the multi-family 
dwellings. Sixty-six per cent of the 
cities report no oversupply of business 
space, 2 per cent of which have a short- 
age in this type of building, and 34 
per cent an oversupply. Thousands of 
families are living “two-in-one style” 
in quarters normally designed for one 
family, and any widespread return to 
prosperity would cause an exodus of 
many of these people to placesof their 
own. 
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Here Are Windows Large and Small 


HE large window across  Schlaefer Hardware Co., Apple- 
the bottom of these two ton, Wis., and features tools, 
pages comes from the mainly. While this window is 


much larger than many it can be 
used in part. Kither half of the 
display is well balanced and 
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may be used as a com- 
plete window. 

The window at the 
top of page 38, featur- 
ing cutlery as the main 
feature, comes from 
Odell’s, Greensboro, 
N. C., a store well 
known for its progres- 
sive merchandising. 
This also is a spacious 
window, but on the op- 
posite page we have a 
display arranged for the 
Model Store of the Chi- 
cago Retail Hardware 
Assn. This is an excep- 
tionally small space 
and is made effective 
by careful arrangement. 
This store is conducted as an bers and retail hardware Watch for these practical win- 
educative feature for the mem- chants generally. dow displays each week. 
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You Have the Windows 


OWDY, 
H window 
trimmers! 
Vacation time is 
now at its height, 
and there are 
large numbers of 
people yet to go 
away for their 
annual play time. 
All through Au- 
gust your win- 
dows should be 
giving more or 
less attention to vacation needs. 


Everyone who is headed to- 


wards lake or woodland will 














Tools and Cutlery come in for attention in this 


week’s original display suggestions. 


You. can 


keep your windows fresh and attractive if you 
follow this exclusive HARDWARE AGE feature each 


week. . . . 


need tools of some kind. It is 
surprising the number of differ- 
ent tools that are called into use 
in camp or summer cottage. If 
a man owns his plot of wood- 
land and has a building upon it, 
there is underbrushing to do and 
a great deal of “fixing” to be 
done. 





The window suggestion for 
this week brings out this idea 
exceptionally well, and is easy to 
install. In fact, all the windows 
suggested here are chosen with 
a view to their ease of construc- 
tion. This background repre- 
senting a cabin front can be cut 
from compo board and is so 
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—Here Are the Ideas! 


simple that no chart is neces- 
sary. It is suggested that the 
window be cut in the compo 
board and a real flowered cur- 
tain placed behind the “sash” to 
give a convincing appearance to 
our cabin. The greenery at the 
top should be placed about 10 to 
12 inches from the glass, and the 
banner may be placed on the 
glass or across the background 
of the display. 


Selling First, Art Second 


It is suggested that you do not 
place stones, twigs or such real- 





istic bits of decoration on the 
floor of this window as that will 
tend to interfere with the atten- 
tion value of the merchandise. 
Let your background tell the 
story insofar as the scenery is 
concerned, allowing the mer- 
chandise to have its say too. Fre- 
quently windows are robbed of 
their selling punch by a natural 
temptation to overdo the “little 
touches.” Don’t forget that 
SELLING comes before art in 
these displays. Let the merchan- 
dise talk! 


Our cutlery window is ex- 











tremely simple, yet very effec- 
tive. The banner is lettered on 
ordinary paper and then cut out 
and pasted on the background. 
This lettering may be done in 
two tones of blue, the line “Cut- 
lery” in a full strength tone and 
the remainder lighter. The dis- 
play cards and the floor of the 
window might advantageously 
be covered with some black ma- 
terial to give smartness to the 
steel. And too, knives, look 
sharper if displayed on a black 
background. 


“We'll be seeing you” next 
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Here are tomorrow’s winners! Look them over. Every 
one high grade, first class merchandise and every one 
priced to enable you to make a substantial saving. Get 
the habit of watching for our Wednesday Specials. 


You’ll find it worth while. 
BIRD CAGE 


$().00 


Solid Brass. You’ll save at least one- 
fourth, we believe, on this attractive 
fully equipped cage at our low price. 
Height, — in. Stand may be had for 


AAI $0.00. 


ICE CREAM FREEZER 


Size ——. 
Here’s an ice cream freezer that will 
make better cream in the minimum time 


because of its self adjusting wood bars. 
Guaranteed mechanism; w tub of 





Lo CREAM 


Nar 


Save at this price. AA2 


PRESERVING KETTLE 
$9.00 


Size 
Well made of heavy aluminum, heavy 
roll rim, lipped side and fitted with 
sturdy bail and black enameled handle. 
Just the thing for canning and pre- 
AA3 serving. 


HOUSEHOLD SCALES 
$().00 


Capacity 25 lbs. 


Extra high grade, accurate — double 
standards. Green enameled steel body. 
Height — inches. An outstanding value 
at this price. AA4 





select, kiln dried northern pine, assuring 
long life, 








(List Additional Items and Prices) 


STORE NAME 




















¢ « ADVERTISE ¢ Don’t Hide Your 

















HOW -e 
TO USE 


The illustrations, layouts and 
ads supplied with this service 
are especially planned to help 
every hardware store make 
its advertising more practi- 
cal and effective by the liberal 
use of human interest illus- 
trations. Copy is always sup- 
plied in so far as it is practical 
for use by all of our clients. 


The description and pricing of 
the items must necessarily be 
left to the individual store in 
most cases. In writing the 
descriptions to give to your 
printer with the supplied ad 
layouts keep in mind that 
brief, to the point descrip- 
tions are the most effective. 
The style, size, colors, unusual 
features, or special economies 
effected by the use of the 
item should be given. If 
greatly reduced, it is some- 
times desirable to show for- 
mer as well as reduced price. 
If any question arises con- 
cerning the use of these ads, 
write us. You’ll find us will- 
ing to help you sell more 
hardware at all times. 


HARDWARE AGE. 























IT’S CANNING TIME! 
Buy Your Supplies Here 


Canning and preserving is 
a pleasure when you have 
the right equipment. The 
drudgery is eliminated and 
the possibilities of food 
spoiling, too. Come in today 
and prepare to can the mod- 
ern way—you’ll find a com- 
plete stock of your needs at 
sensationally low prices. 


(List Canning Supplies - 
and Prices) 


STORE NAME 
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Light Under a Bushel« ADVERTISE! 
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Have You Heard About MAN | O M AN 
SPEC | ALS ? Have you visited (Store Name) recently? There are 
values here that will demonstrate to you without a 

doubt that old-time prices have returned and that 
we have better grade, improved merchandise than 


ane SS peat. be weteh ever before. You really can’t afford to miss a visit 


Pace id dy gn “ to our store. The prices, we believe, will compel the | 
thrifty to buy. 


sure to find something you 
need at a price that will well 
repay you for a visit to our 
store. 





Thrifty housekeepers are 


(List Specials 
and Prices) 


STORE NAME 


(List Items with Descriptions 
and Prices) 

















STORE NAME | 





HOW - 
TO ORDER eens 


If you have local stereotyp- 
ing facilities, request the 

complete sets of mats of all LISTE 

the advertising illustrations > 
of these two pages, enclosing N Df 

your check for $1.25. If you . ) : . | 
need mounted cuts order ister orl d ! Aas a | 
them by number given under - | 
each cut, listing the numbers | 

















There is something we just must tell you. (Store Name) 


2s oS See oe has the finest assortment of merchandise in years at prices 
charge of 35c. for each cut that are a sensation. We are proud and happy to be able 
when less than ten cuts are to offer high grade merchandise at prices that are within 
ordered; when ordering ten the reach of all. 


cuts or more figure the 
charge at 30c. for each cut 
ordered. Enclose check with 
order, please — this saves 
bookkeeping for small 
amounts. Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE STORE NAME 
239 W. 39th St. New York City 


(List Items with Descriptions 
and Prices) 
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A Plan for Increasing Retail Sales 
Hardware Council Suggests Standardized Form for 


Manufacturer’s Selling Helps—Selling Points on Tags 
or Labels Concisely Presented Would Provide Means of 


consider all hardware prob- 

lems from the standpoint of 
the entire industry, the Hardware 
Council at its June 20th meeting 
in Cleveland, Ohio, discussed 
means by which important sell- 
ing points on all kinds of hard- 
ware could be best presented for 
the ultimate use of retail store 
salesmen. 
of the question brought out the 
suggestion that tags or labels at- 
tached to merchandise could 
carry briefly the salient features 
which would help the man on the 
sale floor, merchandise his 
wares. It would be up to the 
manufacturer to furnish the 
story and label or tag. He would 
also have to explain the plan to 
the wholesaler and such retailers 
as he might contact. The bur- 
den of the job of getting the idea 
over to the retailers sales staff 
would fall on the wholesaler’s 
salesmen working in coopera- 
tion with the approval of store 
owners. 

The text of the formal recom- 
mendation of the Hardware 
Council on this important sub- 
ject follows: 

“It is recommended that man- 
ufacturers prepare printed slips 
to accompany all items sold 
through hardware channels, out- 
lining the merits of the article 
and giving the selling points 
which the makers wish to reach 
the retailer and his sales organi- 
zation, so that they may effec- 
tively present the goods to the 
consumer. Slips can be pasted 
on the boxes and cartons, or on 


[: common with its practice to 
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An interesting study — 


Educating Retail Salesmen. 


tags for packages that do not per- 
mit such pasting. 

“The issuing of selling talks, 
in standardized form, for inser- 
tion in 8144 x 11 loose leaf 
binder, is also recommended to 
manufacturers as a guide and 
aid to retailers and their sales 
people in selling the goods, and 
also for the information of their 
own and wholesalers’ selling 
forces. 

“All such printed matter to be 
as brief as possible to concisely 
present the selling points of the 
goods to the user. 

“Wholesalers should instruct 
their salesmen to cooperate in 
such an enterprise by calling at- 
tention of the retailers to the 
practical aids presented by the 
selling helps. 

“Retailers should insist on 
their employees reading and 
posting themselves on the merits 
of the merchandise so that they 
may be able to clearly present 
those merits to the consumer. 


Display cards (344 x 514, 51% 
x 7, 7x 11, 11 x 14) may also 
be printed and distributed by 
the manufacturers for the use of 
retailers in displaying their 
goods. 

‘All hardware journals should 
be requested to support the plan 
by printing these suggestions and 
furthering the idea of better 
selling. 

“In other words, these efforts 
should be directed to a general 
campaign to feature quality mer- 
chandise.” 

These recommendations by the 
committee were discussed at 
some length and finally adopted 
by the Council. It was pointed 
out, however, that while the past- 
ing of selling helps on packages 
is a comparatively simple and 
easy matter, a great deal of edu- 
cational work will be necessary 
to interest manufacturers in the 
preparation of standardized sell- 
ing talks, and dealers in the use 
of those talks. 





ARDWARE Stores need more “store traffic” to make them profitable. 


Why don’t they get that traffic? 
too untidy, with too much merchandise of the slow selling types. 


Largely because hardware stores are 


Modern 


equipment and the best locations will not spell success unless brains and hard 
work go with them. I believe that we must continually feature fast moving 
items at special prices. We must become experts in the use of price leaders, 
in order to get traffic into our stores, and provide customers for the more 
profitable lines. We must give our customers bargains—continual bargains. 
By bargains I do not mean cheap goods at cheap prices. I mean that every 
item must be bought to sell at the very best value that can be offered; a value 


better than ordinary. 


The hardware merchant is conservative; he does not take kindly to such a 
proposition, but—like it or not—I believe he must accept it or get out of 


business. 


Frep E. Carwis.e, Springfield, Mass. 





At Boston. 
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Montcrair, N. J.: Where can 
green raffia for tying plants and 
wood sticks for labeling plants be 
procured ?—R. Mockler. 

ANSWER: Raffia—J. L. Hammett 
Co., Cambridge, Mass.; Julius Lo- 
with, Inc., 150 Nassau St., New York, 
N. Y., and Chas. W. Jacob & Allison, 
160 Water St., New York, N. Y. 
Sticks—E. B. Estes & Sons, Inc., 
Room 5844 Grand Central Terminal, 
New York, N. Y. 


* * * 


So. MANCHESTER, CoNnN.: Where 
can be purchased concrete molds, 
such as are used for making flower 
pots and garden furniture?—F. T. 
Blish Hardware Co. 

ANSWER: Mead, Snydam Co., 
Orange, N. J., and Art Concrete 
Works, Pasadena, Cal. 


* * * 


Cuicaco, In.: Who makes the La 
Petite washing machine, which is 
electric and sells for around $20.— 
J. C. Amis, Secretary, Chicago Re- 
tail Hardware Assn. , : 

ANSWER: Empeeco Appliance 
Corp., 332 S. Michigan Ave., Chi- 
cago, Ill. 

* * * 

SHEBOYGAN, Wis.: Where can re- 
pairs for Bellmont or Belmont food 
choppers be obtained?—F. Geele 
Hardware Co. 

ANSWER: Choppers bearing this 
name are distributed by Butler Bros., 
Chicago, III. 

* * * 

Norwicn, Conn.: Who makes the 
Meek fishing reel?—Franklin Hard- 
ware Co., Inc. 

ANSWER: Horton Mfg. Co., Bris- 


tol, Conn. 
* * * 


Hetena, Mont.: Who makes the 
Illeco Ryan flood lights for automo- 
biles?—Helena Hardware Co. 

ANSWER: Indiana Lamp Co., Di- 
vision, Allied Products Corp., Con- 
nersville, Ind. 

*% * * 

StrasBpurc, Onto: Provide address 

of the American Rule Mfg. Co., for- 
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Information regarding 
sources of supply as pro- 
vided readers of Hardware 
Age by its Buyer’s Catalog 
Department is here pre- 
sented as an aid to others 
in the trade who may be 
seeking the same articles. 
The inquiries reproduced 


have been selected because 
of their general interest to 
merchants and 
buyers. 


hardware 





merly of Brooklyn, N. Y.—Garver 
Bros. 

ANSWER: On April 4, 1931, we 
were advised that this company had 
moved from its former location at 
486 Johnson St., leaving no forward- 
ing address. To the best of our 
knowledge this firm has no suc- 
cessor. 

* * * 

MILLVALE, PA.: Who makes ice 
picks and plain checkers for adver- 
tising purposes? The ice picks 
should measure approximately 8°4 
in. over all, with the point 4% in. 
and handle 414 in. Handles should 
be about 1 in. square, with round 
corners and plain and _ unvarnished 
in order to permit printing on four 
sides. Picks to be equipped with 
steel ferrules. The checkers should 
be 4 in. thick and 1 in. in diameter, 





in colors, and must be smooth on top 
and bottom to permit printing.— 
Millvale Hardware Co. 

ANSWER: Ice picks—Bridgeport 
Hardware Mfg. Co., 200 Seaside 
Park, Bridgeport, Conn.; Vaughan 
Novelty & Mfg. Co., 3215 Carroll 
Ave., Chicago, Ill.; Arcade Mfg. 
Co., Freeport, Ill.; Stover Mfg. & 
Engine Co., Freeport, Ill.; South- 
ington Hardware Co., Southington, 
Conn.; C. S. Osborne & Co., Box 
183, Newark, N. J.; Washburn Co., 
Wire Goods Division, Worcester, 
Mass.; A. C. Williams Co., Ravenna, 
Ohio; Stanley Works, New Britain, 
Conn., and Wrightsville Hardware 
Co., Wrightsville, Pa. Checkers— 
The Embossing Co., Albany, N. Y.; 
Halsam Products Co., 4114 Ravens- 
wood Ave., Chicago, IIl.; Morton E. 
Converse & Son Co., Winchendon, 
Mass., and A. Schonehut Co., E. 
Hagert and Sepriva Sts., Philadel- 
phia, Pa. 

* 8 *& 

Tuxepo Park, N. Y.: Who makes 
Woodason bellows, which are used 
for garden spraying purposes?— 
Oram & Barnes, Inc. 

ANSWER: Thomas Woodason, 
2900 S. Ave., Philadelphia, Pa. 


* * * 


NorFotk, Va.: Having noted 
your article on bird baths, which 
appeared on p. 58 of the June 4 
issue, we will appreciate your ad- 
vising us as to where these can be 
secured.—Small Hardware Co., Inc. 

ANSWER: Burley & Winter Pot- 
tery Co., Crooksville, Ohio; Ameri- 
can Concrete Co., Terre Haute, Ind., 
and Sibley Cement Co., Sibley, Iowa. 


* * * 


Bismarck, N. D.: Provide address 
of the Hopkins & Allen Arms Co.— 
French & Welch Hardware Co. 


ANSWER: This company has been 
out of business for some time. Re- 
pairs for the firearms formerly made 
by this firm may be obtained from 
H. & D. Folsom Arms Co., 345 
Broadway, New York, N. Y., and A. 
F. Stoeger, Inc., 509 Fifth Ave., New 
York, N. Y. 
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HOUSE FURNISHING 
SHOW TO HOLD PRIZE 
CONTEST 


In connection with ‘the Fifth 
Annual National House Furnish- 
ing Exhibit, which will be held 
at the Stevens Hotel, Chicago, 
Ill., Jan. 10 to 16, 1932, the ad- 
visory committee of the National 
House Furnishing Club has ap- 
proved an advertising contest 
and a special garden display as 
additional features. 

The advertising contest, open 
to every house furnishing buyer, 
will cover both local newspaper 
advertising and window displays. 
All that is necessary to enter the 
contest, in which cash prizes will 
be awarded the winners, is to 
send in the newspaper advertis- 
ing, which the buyer considers 
the best he has had during the 
year, and photographs of the best 
window display, to the National 
House Furnishing Manufacturers’ 
Association, 228 North LaSalle 
Street, Chicago, Ill. Complete 
details of the contest will be fur- 
nished any store requesting this 
information. 

Details for the proposed gar- 
den display have not been fully 
completed, but it is the intention 
to devote considerable space to 
a display showing a wide variety 
of garden needs and equipment. 





SMITH TO SELL PREMIER 
LINE IN INDIANA 


Gard W. Smith, who has been 
affiliated with the Globe Ameri- 
can Corp., Kokomo, Ind., has 
been placed in charge of the 
Indiana territory sales for the 
Premier line of parlor and base- 
ment furnaces, according to an 
announcement by the Premier 
Warm Air Heater Co., Dowagiac, 
Mich. 

For some years Mr. Smith was 
manager of the furnace division 
of the Detroit Stove Works and 
has many friends in the hard- 
ware and heating trade. 





ELECTRIC CLOCK MAKER 
SIGNS TRADE AGREEMENT 

The Federal Trade Commis- 
sion has‘recently announced that 
a corporation manufacturing 


electric clocks and master clock 
equipment has signed an agree- 





ment to refrain from making 
statements in advertising to the 
effect that its master clocks are 
the only master clocks used by 
the power companies to provide 
regulated time, when such is not 
the case. 

The corporation also agreed to 
stop representing in its adver- 
tisements and other printed mat- 
ter that its master clocks control 
generator speeds, if this is un- 
true. 


COLMESNIL NOW WITH 
LYON METAL PRODUCTS 

Chas. A. Colmesnil has joined 
the Lyon Metal Products, Inc., 
Aurora, Ill. He is well known in 
hardware circles, having for sev- 





CHAS. A. COLMESNIL 


eral years been a sales executive 
for David Lupton Sons, Philadel- 
phia, Pa., in which capacity he 
specialized in the installation of 
modern metal store and display 
fixtures. 


A. J. ROAT SUPPLY CO. 
CHANGES FIRM NAME 


The A. J. Roat Supply Co., 
Kingston, Pa., on Aug. 1, an- 
nounced that the firm name has 
been changed to Harris Hard- 
ware & Supply Co. This busi- 
ness will be conducted, with no 
change in ownership or manage- 
ment, at the same location, 660 
Market Street. 

Confusion resulting from a 
similarity of names with other 
concerns recently located in 
Kingston made the change de- 
sirable. 


N. Y. PAINT GOLFERS PLAY 
DONGAN HILLS COURSE 


The Save the Surface Golfers 
of the New York Paint, Oil and 





Varnish Club were entertained 


by their chairman, D. W. Mul- 
ford, on July 28. The match was 
held on the links of Chairman 
Mulford’s club, the Richmond 
County Country Club, at Dongan 
Hills, Staten Island. 





COL. GARTSHORE DIES; 
RETIRED STOVE MAKER 


Col. William Moir Gartshore, 
manufacturer, philanthropist and 
soldier, died at his home in Lon- 
don, Ont., Canada, on July 26, 
from a stroke suffered some time 
ago. 

Col. Gartshore was 78 years 
old. He was a former president 
and general manager of the Mc- 
Clary Co., manufacturer of stoves 
and furnaces, but had retired 
from business a few years ago. 
Despite failing health, he con- 
tinued his philanthropic ~endeav-~ 
ors, which were mostly in the 


field of child welfare work. 





WILLIAM P. LUCAS DIES 
IN OREGON CITY, ORE. 


William P. Lucas, who, until 
his retirement two years ago was 
affliated with the Washington 
Hardware and Implement Under- 
writers, dropped dead at Oregon 
City, Ore., while cutting wood at 
his summer cabin. 

Mr. Lucas made his home in 
Portland, where he has resided 
since coming from Spokane, 
Wash., ten years ago. He is sur- 
vived by his widow, a daughter, 
Pauline Lucas; two brothers, E. 
E. Lucas, Spokane, Wash., sec- 
retary of the Pacific Northwest, 
Oregon and Idaho hardware as- 
sociations, and A. M. Lucas, Al- 
berta, Can., and a sister, Mrs. | 
W. G. Ellege, Spangle, Wash. 





C. H. CALLIES JOINS 
CONLON CORP., CHICAGO 


After more than eight years in 
the radio industry, C. H. (Click) 
Callies has felt that field and 
has joined the Conlon Corp. of 
Chicago. In his new capacity 
he will be in charge of all saies 
promotion and advertising ac- 
tivities that center around the 
Conlon automatic ironer -and 
“Hold-Heet” washer. 

While affiliated with the radio 
field, Mr. Callies was connected 
with such prominent concerns as 
the Temple Corporation, Na- 


MANUFACTURER’ ASKS 
TARIFF PROBE ON RULES 


. Application for an investiga- 
tion under the flexible provisions 
of the new tariff law has been 
received by the Tariff Commis- 
sioh from the Master Rule Mfg. 
Co., New York, N. Y. The ap- 
plication seeks an increase in 
the present duty on both wooden 
and aluminum folding rules. 








BRADLEY JOINS GENERAL 
GRINDER & LOCK 
CORP’NS. 


J. C. Bradley, Jr., has been 
appointed field sales manager 
for “the General Grinder Corp. 
of Milwaukee, Wis., and the Gen- 
eral Lock Corp. of Lancaster, 
Pa; 

Mr. Bradley is very well and 
favorably known to the hard- 
ware trade, especially during the 
past few years in his capacity of 
field sales manager for the Mas- 
ter Lock Co. 





CORRECTION 


In the June 9 issue of 
HarpwakeE AGE on page 71 
is an illustrated descrip- 
tion of Atkins No. 101 
and No. 150 hand saws. 
These are competitive 
grade models made from 
cast steel and are not At- 
kins Silver Steel Saws, as 
the heading on the item 
might indicate. 
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thaniel Baldwin and Sentinel. 






































SIMMONS HARDWARE CO. 
CLOSES TOLEDO BRANCH 


C. D. Smiley, Jr., president of 
the Simmons Hardware Compa- 
nies, has announced that, due to 
present economic conditions, it 
has been found advisable to 
close the Toledo, Ohio, house 
temporarily on Aug. 1. In the 
meantime the present Toledo 
territory will be served by the 
St. Louis and Philadelphia 
houses. 

The Simmons Hardware Co., 
of Toledo, was incorporated in 
1906 under the name of Stand- 
art-Simmons Hardware Co. W. 
H. Standart was vice-president 
and general manager. In 1916 
the company became known as 
the Simmons Hardware Co., of 
Toledo, and C. B. Bennett be- 
came general manager. Because 
of ill health Mr. Bennett re- 
signed active duty in 1925, but 
remained an officer of the com- 
pany until two years ago. 

Since 1925, the business has 
been managed by R. E. Hill, 
J. P. Rogers and C. F. Mat- 
thews. S. C. Henry of the St. 
Louis organization assumed 
charge of the business on Jan. 1, 
1931, and is supervising the divi- 
sion of the territory between St. 
Louis and Philadelphia. Part of 
the Toledo merchandise will be 
shipped to St. Louis and Phila- 
delphia and the remainder will 
be sold in Toledo during the 
month of August. 

John R. Young, of the former 
Toledo organization, will assume 
his duties in St. Louis, as sales 
manager of the Toledo territory, 
on Aug. 1. 


ROBERT E. CLARKE DIES; 
WAS A YALE SALES MGR. 


Robert E. Clarke, sales man- 
ager of the Southern section of 
the country for the Yale & 
Towne Mfg. Co., Stamford, 
Conn., passed away in that city 
on July 28, at the age of 47, 
after a lingering illness. 

“Bob” Clarke, as his friends 
and associates knew him. had 
been connected with the Yale 
organization less than two years. 
In that brief period, his execu- 
tive ability and genial person- 
ality had won for him much fa- 
vorable recognition. His frank 
and friendly manner endeared 
him to the traveling representa- 
tives who came under his juris- 
diction and to the hardware trade 
at large. 

Mr. Clarke attended the re- 
cent hardware convention at Bi- 
loxi, Miss., and at that time it 
was apparent to his many friends 
that “Bob” wasn’t a well man. 

He was a Shriner, a member of 
Medina Temple, Chicago, and 
also held membership in the 
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Medina Athletic Club, Navajo 
Club, Oriental Club, Kenwood 
Blue Lodge and Scottish Rite of 
Chicago. 

He is survived by his wife, 
Mabel, and two brothers, Joseph 
E. of Worcester, Mass., and 
Frank E. of Brooklyn, N. Y. 





BALTIMORE DEALERS 
HOLD ANNUAL OUTING 
ON BAY 


Eighty-five members and 
friends of the Baltimore Retail 
Hardware Association and the 
Paint and Oil Club attended the 
annual joint outing of the or- 
ganizations on Wednesday, July 
29. The event was held at Fort 
Smallwood, on the bay. 

A Public Athletic League di- 
rector was on hand and directed 
games of all kinds for men, 
women and children. Prizes 
were awarded the winners. Many 
bathed in the fine beach. 

At 6.30 p. m. the group de- 
parted for the Homestead Inn, 
on Annapolis Road, where dinner 
was served. Following the din- 
ner, a number of fine prizes, 
donated by various manufactur- 
ers and _ wholesalers, were 
awarded. 

W. G. Pearce, secretary, P. A. 
S. H. A., took moving pictures 
of the various events, which will 
be shown at the October meeting. 
Ernest Johannesen, president of 
the Baltimore Retail Hardware 
Association, served as chairman 
of the outing committee, and 
other members were: C. J. Rit- 
terhoff, Carroll D. Rudolph, 
Frank West, Geo. E. Schumann, 
Fred Neesemann, Donald Jen- 
kins, A. Wm. Zimmerman and 
Chas. Sehrt. 

PRATT & LAMBERT 
EXECUTIVE SOUNDS EN- 
COURAGING NOTE AT 
CONVENTION 


H. E. Webster, president of 
Pratt & Lambert, Inc., varnish 
and enamel manufacturers, in 
addressing the company’s repre- 
sentatives, in convention during 
the week of July 27 and Aug. 1, 
cited factors which he believes 
indicate early improvement in 


business generally, mentioning 
President Hoover’s moratorium 
as a sstabilizing _influence 


throughout the world. He re- 
ferred to the present business 
situation as a “complex prob- 
lem” and said in conclusion, 
“However, I sincerely believe that 
if nothing unforeseen happens, 
general business will be consid- 
erably better this fall.” 

W. P. Werheim, vice-president, 
in charge of advertising, spoke 
on the company’s promotion ac- 
tivities for the coming six months 
period. 








R. W. Lindsay, vice-president 
and general sales manager, in 
discussing prevailing conditions, 
stated that products in which the 
public has confidence will be 
purchased in preference to goods 
of unknown merit. He empha- 
sized the company’s splendid 
condition for future progress, its 
reputation, and_ strong selling 
organization capable of uphold- 
ing its fine record of accomplish- 
ment. 

Meetings of the central and 
Canadian divisions were held 
July 29-30 at Hotel Statler, Buf- 
falo. Conditions and sales prob- 
lems in their respective divisions 
were interestingly handled by J. 
C. Roth, manager, central sales 
division and A. E. Hay, manager 
Canadian sales. 

C. D. Sproule, vice-president, 
Chicago, greeted the men of the 
Western division who met at the 
Drake Hotel, Chicago, July *1 
and Aug. 1. J. G. Schroeder, 
resident manager, Chicago, spoke 
on conditions in the Western ter- 
ritory. W. C. Woodyard, man- 
ager architectural service, West- 
ern division, in reviewing the 
work of his department, showed 
the results of rendering timely, 
dependable service to architects 
and contractors. Entertainment 
included a putting contest and 
dinner at the Westmoreland 
Country Club. 


PLAN PROGRAM TO 
BOOST INSECTICIDES 


Increased hardware sales of in- 
secticides are expected to result 
from a campaign intended to re- 
the 


country in an extermination pro- 


new activity throughout 
gram against flies, mosquitos and 
other germ carrying insect pests. 


Announcement has been made 
by F. O. Moburg of Toledo, 
Ohio, of the establishment of the 


Rex Research Foundation, with 
headquarters in Chicago and 
laboratories at Toledo, to ac- 


quaint the public with the perils 
of health that lurk in the visits 
of pests to the household and to 
show the steps necessary to pre- 


vent the spread of disease 
through these carriers. 
The foundation is an _ out- 


growth of the Rex Research Fel- 
lowship which Mr. Moburg has 
maintained at the Mellon Insti- 


tute of Industrial Research, 
Pittsburgh, Pa., for more than 
sixteen years, Dr. O. F. Heden- 


burg, fellow of the Mellon Insti- 
tute, who is to be director of 
the foundation, is nationally 
known for his studies on insects 
and the development of effective 
chemical compounds to combat 
them. 








TOM GADD ESTABLISHES 
MFRS. AGENCY 


C. T. (Tom) Gadd has estab- 
lished a manufacturers’ agency 
with headquarters at 607 Crocker 
Building, Des Moines, Iowa. Op- 
erating under his own name, he 
plans to cover Iowa and adja- 
cent territory, representing fac- 
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tories making hardware and kin- 
dred lines. Mr. Gadd has been 
in the retail hardware business 
more than 40 years, recently re- 
signing as vice-president and 
treasurer of the Garver Hard- 
ware Co., Des Moines. He is a 
past president of the Iowa Retail 
Hardware Association and has 
for many years been prominently 
identified in trade association ac- 
tivities. 

$24,295,000 SALES RE- 

PORTED ON SCREENS 

AND WEATHERSTRIP 


(From Our Washington Bureau) 


Sales in 1929 by 280 plants en- 
gaged primarily in making win- 
dow and door screens and 
weatherstrip totaled $24,295,000, 
of which $10,625,000, or 43.8 per 
cent, were sold direct to home 
owners, contractors, municipali- 
ties, apartment houses, hospitals, 
etc., according to data collected 
by the Census of Distribution. 
Manufacturing plants sold 13.5 
per cent, or $3,286,000 worth of 
goods, to their own wholesale 
branches for resale to dealers 
and users. 

The remaining sales were 
made as follows: To wholesalers, 
21.4 per cent, or $5,202,000, and 
to retailers, including a small 
amount to manufacturers’ own 
retail branches, 21.3 per cent, or 
$5,182,000. The Bureau of the 
Census stated that separate fig- 
ures for the two types of retail- 
ers cannot be shown without dis- 
closing individual operations. 

Only $1,235,000 in sales was 
made through manufacturers’ 
agents, selling agents, brokers or 
commission houses. Thirteen 
manufacturing plants sold 
through such agents, two of them 
selling their entire output in this 
way. These figures do not in- 
clude sales made through selling 
agents by manufacturers’ own 
wholesale branches. 
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Large Attendance Expected at Chicago When 


Manufacturers and Jobbers Convene There 


Joint Convention to be held at Palmer House, Oct. 19 
to 22 inclusive. Central location in a mid-western city. 


Advance arrangements already 
concluded for the Thirty-seventh 
Annual Convention of the Na- 
tional Hardware Association of 
the United States will unques- 
tionably make it the most inter- 
esting, worthwhile and construc- 
tive meeting in recent years. 
Widespread interest in the con- 
vention is already developing and 
attendance is expected to be un- 
usually large. 

The convention will be held at 
the Palmer House, Chicago, from 
Monday, Oct. 19, to Thursday, 
Oct. 22, inclusive, in conjunction 
with the convention of the Amer- 
ican Hardware Manufacturers’ 
Association, whose officials like- 
wise expect an unusually repre- 
sentative attendance. 

This year’s convention will be 
marked by a number of innova- 
tions which were approved at the 
mid-year meeting of the associa- 
tion’s executive committee in 
Pittsburgh last May, when pre- 
liminary plans for the meeting 
were discussed in detail. Among 
these will be the holding of one 
business session each day from 
9.30 a. m. until 1 p. m., thus 
giving both manufacturers and 
wholesalers ample opportunity 
during the afternoon and evening 
for individually discussing con- 
ditions and problems of mutual 
interest. 

The fact that the convention 
will be held in Chicago this year 
is also a decided innovation, as 
Atlantic City has been the meet- 
ing place continuously for the 
past twenty-one years. This 
change was decided upon by a 
general ballot of all members of 
the association, and it is believed 
will materially increase conven- 
tion attendance, particularly on 
the part of wholesalers in the 
Middle West, Pacific Coast and 
South. 

Officials of the association have 
made the theme of the conven- 
tion “The Wholesaler’s Function 
in Hardware Distribution,” and 
the Wednesday morning session 
is being set aside for a joint 
open meeting of retailers, whole- 
salers and manufacturers. The 
principal topic on Wednesday 
morning will be “Maintaining a 
Net Profit in Hardware Distri- 
bution.” Prominent speakers from 
within and without the industry 
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will address this session and, in 
addition, ample opportunity will 
be provided for the freest pos- 
sible discussion of this subject. 

Dr. Theodore N. Beckman, 
professor of marketing, Ohio 
State University, who is also in 
charge of the wholesale distri- 
bution census being conducted 
by the Census Bureau in Wash- 
ington, is announced as one of 
the speakers. 

An equally interesting feature 
will be an explanation and in- 
terpretation of the Gulf South- 
west Hardware Survey by an offi- 
cial of the Department of Com- 
merce, under the supervision of 
which this study was made. 

In addition to the general busi- 
ness session of the National 
Hardware Association of the 
United States, there will be spe- 
cial meetings of the accessories 
branch of particular interest to 
distributers and manufacturers 
of electrical appliances, radio and 
automobile accessories. 

Members of the National Asso- 
ciation of Sheet Metal Distribu- 
ters will hold their mid-year 
meeting on Tuesday afternoon, 


Oct. 20, for the consideration of 
questions of particular interest 
to them. This will be the only 
afternoon session and _ both 
wholesalers and manufacturers 
interested in the distribution 
of sheet metals will be wel- 
come. 

Association officials have al- 
ready arranged for reduced rail- 
road rates and the hotel manage- 
ment is cooperating to the 
utmost to make the convention a 
success. The entire fourth floor 
of the Palmer House, containing 
approximately 77,000 square feet, 
has been reserved and every ac- 
tivity of the association will be 
concentrated on that floor. 

The Palmer House, it is 
pointed out, is centrally located 
and within easy walking distance 


of many points of interest, such |. 


as the Art Institute, Field Mu- 
seum, the Chicago Auditorium, 
the Merchandise Mart, etc. 

Further details regarding the 
convention may be_ obtained 
from Geo. A. Fernley, 505 Arch 
Street, Philadelphia, or Chas. F. 
Rockwell, 342 Madison Avenue, 
New York City. 





METROPOLITAN ASS’N 
MET AT ROSOFFS JULY 17 


The Metropolitan. Hardware 
Association met at Rosoff’s, West 
Forty-third Street, Friday, July 
17, to discuss plans for that 
body’s activities for the re- 
mainder of the year. Newly 
elected President E. J. Ferguson, 
long an active worker, is tackling 
his new job with a vim, and out- 
lined some of the activities he 
wished to follow. Norman Muhl- 
feld was introduced as acting 
secretary with the information 
that he may become permanently 
identified in that capacity. It is 
planned to send minutes of all 
meetings to local and State asso- 
ciations represented and also to 
the trade press. Due to prob- 
lems faced by several members, 
the secretary is to obtain and 
distribute to the membership 
complete copies of laws effecting 
the sale, bottling and storing of 
alcohol, benzine and_ kindred 
bulk liquids.. R. J. Atkinson dis- 
cussed progress being made in 
cooperation with gas and electric 





companies toward more equitable 
selling arrangements, which pro- 
voked some spirited comment. It 
is planned for the present to 
continue monthly meetings at 
Rosoff’s, serving a supper prior 
to thé business session. 





CUSACK RESIGNS FROM 
RICHARDS & CONOVER 


After an association of more 
than thirty years, Ray V. Cusack 
resigned his position on July 1 
with~the Richards & Conover 
Hardware Co., Kansas City, Mo., 
and Oklahoma City, Okla. 

Beginning his career as an of- 
fice boy, he was advanced in the 
organization to the position of 
buyer and department manager 
of the sporting goods, cutlery, 
harness and paint departments. 
Until Jan. 1 last he also served 
as sales manager of the Kansas 
City house. 

Mr. Cusack is widely known in 
the hardware field, among both 
manufacturers and dealers, and 
he has many friends who will be 
interested in his future plans, 
which are, as yet, indefinite. 












JACOBY NOW NEW YORK 
MANUFACTURER’S AGENT 


D. L. Jacoby, who has had 
considerable experience in repre- 
senting manufacturers of house 
furnishings and is especially well 
acquainted with marine jobbers 
and purchasing agents for steam- 





D. L. JACOBY 


ship lines, has recently estab- 
lished himself as a manufactur- 
er’s representative with an office 
at 225 Fifth Avenue, New York 
City. 

“Mr. Jacoby will specialize in 
housewares and in kitchen equip- 
ment for hotels and other large 
institutions. His territory will 
embrace the metropolitan dis- 
trict of New York, Newark, 
Philadelphia, Baltimore, Wash- 
ington and the New England 
States. Mr. Jacoby is prepared 
to handle one additional line at 
the present time. 


SIMPLEX CORP. SUCCEEDS 
SIMPLEX TOOL CO. 


The Simplex Tool Co., Woon- 
socket, R. I:, has been taken 
over by the Simplex Corp., 
which will continue to operate 
the same plant in the same city. 
The personnel of the new cor- 
poration will remain unchanged 
from that of the company it suc- 
ceeds. 

Whereas the old company did 
much special tool work, the new 
organization will specialize on 
the manufacture of the Simplex 
line of steel slide vises, which 
was developed by the company 
in 1924, and which met with 
considerable success, _largely 
ascribed: to the use of a machined 
steel slide, said to be practically 
unbreakable. 

The Simplex line of vises, 
which will be produced by the 
new corporation, includes ma- 
chinist’s, coachmaker’s, combina- 
tion pipe, production, foot-op- 
erated, home and garage types. 
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ERSKINE IS PRESIDENT 
OF HYGRADE SYLVANIA 


Officers of the Hygrade Syl- 
vania Corp., successor to Hy- 
grade Lamp Co., Salem, Mass., 
Sylvania Products Co. and Nilco 
Lamp Works, Inc., of Emporium, 
Pa., makers of incandescent 
lamps and radio tubes, were te- 
cently elected. Edward J. Poor 
is chairman of thé board, while 
B. G. Erskine is president. Other 
officers are: Treasurer, Frank A. 
Poor; vice-presidents, Walter E. 
Poor and Guy S. Felt; clerk and 
secretary, John S. Learoyd, Jr., 
and assistant secretary, M. F. 
Bascom. Directors are: E. J. 
Poor, Mr. Erskine, F. A. Poor, 
Mr. Felt, W. E. Poor, J. P. Hale 
and W. F. Erskine. 

B. G. Erskine has been active 
in the expansion of the Nilco 
Lamp Works, Inc., since 1906, 
and in recent years in the 
growth of the Sylvania Products 
Co. He has been very active in 
radio circles and is a former 
vice-president of the RMA. The 
three Poor brothers founded the 
Hygrade Lamp Co. in 1901. The 
Hygrade Sylvania Corp, has mod- 
ern factories at Salem, Mass., 
Emporium, Pa., and St. Marys, 
Pa, 

In addition to a group of well 








known lamp executives and engi- 
neers, the company has brought 
together a staff of radio engi- 





neers who will spend their entire 
time on research and develop- 
ment. The staff includes Roger 





Wise, R. S. Bolan, F. H. Engle, 
C. W. Haller, W. R. Jones and 
Alan Rockwood. The research 
laboratory is in charge of Dr. 
Henry J. Miller. 





N. E. L. A. 1932 CONVEN- 
TION WILL BE JUNE 6-10 


Atlantic City has been chosen 


as the convention city for the ex-. 


hibit and fifty-fifth convention of 
the National Electric Light As- 
sociation, June 6 to 10, 1932, in 
the Atlantic City Auditorium and 
Convention Hall. This announce- 
ment was made July 13 by Paul 
S. Clapp, managing director «f 
the association, following a de- 
cision of the officers of the asso- 
ciation who were elected at the 
fifty-fourth convention in Atlan- 
tic City last month. 


WARREN J. DAVIS PASSES 
WAS FORMER CASE PRES. 


Warren J. Davis, former pres- 
ident, J. I. Case Threshing Ma- 
chine Co., Racine, Wis., and 
widely known industrialist and 
financier, died at Harbor Hos- 
pital, New York City, on July 11. 
Mr. Davis, who was 75, was born 
in San Francisco, and went to 
Chicago during his youth, later 
entering the lumber business, and 
becoming a banker at Marinette, 
Wis. 

In 1908 he went to Racine, 
Wis., to become cashier of the 
former Manufacturers National 
Bank and later became its presi- 
dent. He became head of the 
Case company in’ 1916 and re- 
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signed as chairman of the board 
in 1926. 


| SAVE THE SURFACE PAPER 
WILL UNDERGO REVISING 


Meeting in Washington, D. C., 
July 21, the executive committee 
of the Save the Surface Cam- 
paign adopted plans for revising 
the Save the Surface Magazine 
with the objective of making 
this publication more valuable to 
paint manufacturers, dealers and 
consumers. In its revised form 
the magazine will be presented 
to the trade at the annual 1931 
meetings of the national associa- 
tions. 

Among other matters discussed 
at the meeting were the 1932 
window display, and plans for 
increasing the circulation of the 
Guide Book of Painting and 
Varnishing. Reports on window 
display contests, conducted by 
a number of local paint clubs, 
were also tendered. 

The meeting was held in the 
headquarters of the national as- 
sociations, now located at 2201 
New York Avenue, N. W., Wash- 
ington, D. C. Chairman Horace 
S. Felton presided, and others in 
attendance were: H. A. Gard- 
ner, George V. Horgan, Lenore 
Kent and R. K. Shannon, all of 
Washington, D. C., and H. L. 





Calman, New York; W. R. Mc- 





Comb, New York; C. W. East- 
wood, Providence; C. K. Stod- 
der, Boston; and George B. 
Heckel, Philadelphia. 


PARTNERS TO OPEN 
STORE IN ATLANTA 


Floyd W. Smith and J. W. Mc- 
Gaughey, who have been con- 
nected with the hardware busi- 
ness in Atlanta, Ga., for a num- 
ber of years, have announced 
their intention of opening a new 
hardware and_housefurnishings 
store on Sept. 1 at 1032-34 
Peachtree Street, N. E., in that 
city. Manufacturers’ catalogs 
and price lists have been re- 
quested by the new firm. 





STANDARD HDW., PHILA., 
NOW BERLIN HDW. 


The retail hardware firm op- 
erated by B. Berlin and formerly 
known as the Standard Hard- 
ware Co. 456-60 N. Eighth 
Street, Philadelphia, Pa., has ad- 
vised the trade that on and after 
Aug. 1 the concern will adopt 
the firm name of Berlin Hard- 
ware Co. 


MASTER LOCK CORP. 
PROMOTES RICHARDSON 

B. A. Richardson, Western 
manager of the Master Lock 
Corp., Milwaukee, Wis., has just 
been awarded the additional 
States of Nebraska, Kansas and 
Missouri. 





B. A. RICHARDSON 


Mr. Richardson was the first 
representative for the padlock 
firm and after marked success in 
the East and Middle West, he 
invaded the Pacific Coast, where 
he was later appointed Western 
manager, with headquarters in 
Los Angeles. In this position 
he cooperated exclusively with 
legitimate wholesalers in the ter- 
ritory from Denver west. 








RICHARDS & CONOVER 
APPOINT HAMILTON 
BUYER 


E. H. Hamilton has been ap- 
pointed buyer of the sporting 
goods and leather goods depart- 
ments for the Richards & Con- 
over Hardware Co., Kansas City, 
Mo., and Oklahoma City, Okla. 

Mr. Hamilton succeeds Ray V. 
Cusack, whose resignation is an- 
nounced in this issue. The for- 
mer has been affiliated with the 
wholesale firm for a number of 
years and is thoroughly familiar 
with the departments and the va- 
rious lines that they embrace. 





POORMAN, DISTRICT MGR. 
G.E.-HOTPOINT IN N. Y. 


Earle Poorman has been ap- 
pointed district manager of the 
New York district of the Edison 
General Electric Appliance Co., 
Inc., to succeed W. B. Pierce, 
who becomes manager of range 
sales for that district. 

Mr. Poorman entered the elec- 
tric business as salesman for the 
Southern California Edison Co. 
in 1915. The following year he 
became a salesman for the Hot- 
point Electric Heating Co. at 
Ontario, Cal. Two years later that 
company was merged with the 
Edison Electric Appliance Co., 
and Mr. Poorman became sales 
representative for the Texas ter- 
ritory. 

His success as a campaigner 
and merchandiser both on appli- 
ances and electric ranges led to 
his appointment in 1927 as dis- 
trict manager of the Missouri 
Valley district, with headquarters 
at Kansas City. Mr. Poorman’s 
headquarters will be at the New 
York office of the Edison General 
Electric Appliance Co., Inc. 


J. B. GARBER DIES 


Jesse B. Garber, 69, director 
and general plant  superin- 
tendent, The Deming Co., Salem, 
Ohio, died July 3 at the Youngs- 
town city hospital in that city, 
following a cerebral hemorrhage 
brought on by an auto accident 
last March. He learned the ma- 
chinist trade at the Buckeye En- 
gine Co. plant in Salem. In 1885 
he joined The Deming Co., hav- 
ing been a director and superin- 
tendent for 32 years. 





ALABAMA CHAIN STORE 
TAX BILL BECOMES A LAW 


The Alabama chain store tax 
bill, which imposes a graduated 
tax of from $1 to $75 per annum 
and requires all stores to be !i- 
censed at a fee of 50c., has been 
signed by the Governor and be- 
came effective July 7. 
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Basic Business Indicators for Week Ended July 25 


As Charted in the Survey ef Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Among the twenty-one business indicators whose trends are charted below, upward tendencies are re- 
flected in coal production, freight car loadings, lumber production, wheat receipts, cotton receipts, business 
failures, bond prices, and money in circulation. Downward courses are shown for petroleum production, build- 
ing contracts, steel ingot production, Detroit factory employment, Fisher’s wholesale price index, bank debits 
outside of New York City, and brokers’ loans. The following have a practically unchanged status: Iron and 
steel composite price, copper price electrolytic, time money rates, call money rates, stock prices, and loans 
and discounts of Federal Reserve member banks. Trends in eight of the indicators are upward, in seven 

downward and in six unchanged. 
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Hardware Demand 
Has Tapered Slightly 


New York, Aug. 5.—Within 
the past week the nation’s hard- 
ware demand _ has tapered 
slightly in most of the principal 
market centers and it appears 
that the customary mid-summer 
lull is imminent. As August is 
normally one of the dullest 
months of the year for the hard- 
ware trade, indications of less 
activity are causing little con- 
cern. July turned out to be a 
better month than was expected 
in most trade territories and 
prospects for a fairly healthy 
volume of fall business are con- 
sidered bright. 


As stocks in the hands -of both 
wholesalers and retailers are at 
unusually low ebb, it is believed 
that orders for the necessary fall 
and winter merchandise to cope 
with the consumer demand will 
result in a better demand for this 
type of goods than that which 
prevailed a year ago. Staple 
lines continue to move in a mod- 
erate, although steady fashion. 
Canning supplies, electric fans, 
outing equipment and a good 
representation of other season- 
able merchandise has enjoyed a 
brisk demand during the past 
few weeks. 

Prices in some instances have 
advanced, reflecting higher quo- 
tations on some raw materials. 
Low and attractive figures on 
certain staple lines has influ- 
enced some jobbers and dealers 
to place volume orders for fu- 
ture requirements. In most in- 
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stances, the price declines being 
announced by manufacturers are 
of slight consequence, being in 
the nature of minor readjust- 
ments. Indications that present 
prices are “hard pan” are daily 
becoming more apparent. 
While the credit 
could be much more satisfactory, 
especially with dealers located 
in rural sections the average is 
deemed as good as the circum- 


situation 


stances warrant. 





Clemson Bros., Inc., Lower 
Prices on Star Hack 
‘Saw Blades 


Clemson Bros., Inc., Middletown, 
N. Y., on Aug. 1, announced price re- 
ductions of approximately 10 per cent 
on the Star line of hacksaw blades pro- 
duced by the company. 

The action in lowering prices was 
influenced in part by general market 
trends and in part by the desire of the 
company to place their distributors in 
a position to compete, on a price basis, 
with other sources of supply. 

The reduced prices will apply to all 
of the United States and Canada. 





List Price Is Reduced on 
Dubilier Ducon Socket 


Aerial 


A price reduction on the Dubilier 
Ducon or Light Socket Aerial is an- 
nounced by the Dubilier Condenser Cor- 
poration of New York City. This an- 
tenna substitute has been listed at 
$1.50 ever since its introduction seven 
years ago. Because of its steadily in- 
creasing popularity and large volume 
production, the list price is now re- 
duced to $1. 


70% of Stoves, Ranges and 
Furnaces Are Sold to 


Dealers and Wholesalers 
(From Our Washington Bureau) 

Sales to wholesalers and to retailers 
make up 70 per cent of the sales by 
manufacturing plants engaged primar- 
ily in making stoves, ranges and warm- 
air furnaces. Data collected by the 
Census of Distribution show that out 
of the total sales by 609 reporting 
plants in 1929, amounting to $270,- 
937,000, 38.9 per cent or $105,472,000, 
was sold to retailers, and 31.1 per cent 
or $84,330,000, to wholesalers. Manu- 
facturing plants sold 7.4 per cent or 
$19,976,000 worth of their goods to 
their own wholesale branches for re- 
sale to dealers and to users. 

The remaining sales were made as 
follows: To manufacturers’ own retail 
branches, 5.5 per cent, or $15,007,000; 
and to large users buying at wholesale, 
contractors, home owners, etc., 17.1 per 
cent, or $46,152,000. 

Of the sales to dealers and users, 
$21,923,000 was made through manu- 
facturers’ agents, selling agents, bro- 
kers or commission houses by 89 man- 
ufacturing plants, 24 of which sold 
their entire output in this way. These 
figures do not include sales made 
through such agents by manufacturers’ 
own gales branches. 


Importance of Canadian 
Market Is Emphasized 
By Figures 

(From Our Washington Bureau) 

The United States supplied $1,263,- 
036 worth, or 86.8 per cent, of the 
$1,455,070 worth of stoves, enameled 
hollowware, tinware, other hollowware, 
iron toilet fixtures, lamps, lanterns, 
spades and shovels imported by Can- 
ada in the first five months of 1931, 
according to figures compiled by the 
Iron and Steel Division, Department of 
Commerce. The statistics were taken 
from reports of the Dominion Bureau 
of Statistics, Department of Trade and 
Commerce, Canada. The United King- 
dom was second in importance, sup- 
plying $111,480 worth, while Germany 
supplied these products to the value of 
$48,100. 
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KANSAS CITY 


(Kansas City office of HARDWARE AGE) 
Kansas City, Aug. 4. 


HERE is no gainsaying the fact 
that collections are coming very 
hard all over this trade terri- 
tory, but one point on which all col- 
lectors seem to agree is that you can’t 
expect anything else when wheat is 
selling at such weak prices. The time 
is past when business men become 
panic-striken over the tight conditions 
and has been followed by the “get in 
and work hard” spirit which is charac- 
terized by perspiration on the brows of 
collection men rather than by a help- 
less wringing of hands and waiting for 
things to pick up. 


RETAIL COLLECTIONS 


Hardware dealers, too, as a rule are 
not excited because of the slow condi- 
tion in the collection situation. When 
the bill collector comes around they 
give him what money they have on hand 
and joke with him about not being 
able to pay more. Thus, drop by drop, 
obligations of dealer to wholesaler are 
being satisfied as the dealer is able to 
sell goods or collect on his own ac- 
counts. The situation in the hardware 
business is much healthier than that in 
the implement trade. For the hardware 
merchant in a small town, for instance, 
can always depend on the groceryman, 
the druggist, the banker, the laborer, 
and the home owner for a certain 
amount of trade in general hardware. 
With the implement men, though, it is 
different. They must depend absolutely 
on the farmer for business, and that 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PirtspurcH, Aug. 4. 


HILE sale of hot weather 
items continue fairly satisfac- 
factory for jobbers in this 


district, business as a whole is rather 
sluggish and July business will fall 
somewhat under July of last year. On 
the other hand some of the distributors 
will be able to report more satisfac- 
tory orders than they had in June, and 
this is likewise reflected in somewhat 
larger sales by retailers in some dis- 
tricts. However, stores in the many 
industrial towns of western Pennsy]l- 
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worthy gentleman simply hasn’t the 
money. 


IMPLEMENT CREDITS 


A man in the collection department 
of one of the local jobbing houses has 
just returned from a trip to Oklahoma 
and tells this illustrative story: An im- 
plement dealer still was unable to col- 
lect for a combine he had sold a few 
years ago. He went out into the far- 
mer’s field to demand settlement. The 
farmer called the operators off the com- 
bine, shut off the motor, pointed to the 
machinery and the wheat, and told the 
implement man to “come and get it.” 
His creditor could not help but see the 
joke. The only thing to do was to wait 
for a rise in wheat prices and extend 
the time. 


WHEAT BEING STORED 


One mitigating factor in the wheat 
situation, however, is that the low price 
is developing a system of orderly mar- 
keting which promises to work for the 
permanent welfare of the farmers. 
Metal grain bins containing thousands 
of bushels of stored grain may be seen 
all over the State of Kansas sitting out 
in the stubble fields. Evidently farmers 
are not in such bad shape that they 
are compelled to sell their wheat for 
what they can get, if one is to judge 
by the grain bins seen from Salina west- 
ward. Many farmers have sold a por- 
tion of the cheap wheat for current 
expenses, but the rest is in storage wait- 
ing for a better price. 

In the immediate Kaw Yalley collec- 
tions and sales are being helped by a 





vania are finding business very dull be- 
cause of inactivity on the part of steel 
mills and other large manufacturing 
concerns. 


CURRENT ORDERS 


Orders received from jobbers in the 
last week or two have been almost en- 
tirely of a fill in nature and are gen- 
erally small. There is still a fair de- 
mand for hay forks and other harvest- 
ing tools, and Mason jars are moving 
fairly well. The season for lawn 
mowers is about ended and sprinklers 





Collections Are Slow; 
Kansas Storing W heat 


good potato crop. Harvest is now on 
and the potatoes are making around 
170 bushels to the acre. 

There is a noticeable stiffening in 
the price of wheat in the Kaw Valley 
towns, due to storage operations, and it 
is felt that with the bumper crop in 
Kansas, most of it in the farmers’ 
hands, there is coming a season of pros- 
perity for the Kansas City trade terri- 
tory. 


FARM REPAIRS ACTIVE 


Farmers are into their fields doing 
their fall plowing and the run on deal- 
ers for repairs continues. Seldom have 
dealers and jobbers enjoyed a better 
repair season. 

There is very little demand for radio, 
in fact for anything in the more expen- 
sive lines of hardware. Ice boxes and 
electric refrigerators have about had 
their day, and not much further busi- 
ness is expected this season. Electric 
fans still are moderately supported. 


FISHING TACKLE 


A buyer of sporting goods for a local 
wholesale house was heard to remark 
that this summer had been a great sea- 
son for some kinds of fishing equip- 
ment. He stated that he had sold an 
enormous amount of small stuff such 
as hooks, lines, etc., and had had to 
reorder several times, but that the heav- 
ier items, such as reels, had not gone 
out so well as was the case last year. 
The conclusion was that while there 
are a great number of people with 
leisure time to-fish, they are using sim- 
pler equipment. 


Business Rather Sluggish; 
Price Changes Are Effective 


have generally been rather dull be- 
cause of excessive rains. Electric fans 
are still in heavy demand, and manufac- 
turers are behind about two weeks on 
filling orders. Screen doors and win- 
dows have just about reached the end 
of their season. Outdoor showers 
placed on the market in a large way 
this season are still very popular. 


PRICE REVISIONS 


Among the more important price 
changes during the week is an advance 
in shovel quotations of approximately 
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$l. a dozen. This move is being made 
by practically all the large makers and 
is an effort to remedy a rather demoral- 
ized price situation which has existed 
for several months. New prices on 
silver plated ware mentioned last 
week represent a slight reduction on 
the Tudor line, with teaspoons now 
quoted at $1.80 per doz., and table- 
spoons at $3.60 per doz. Cotton filter- 
ing disks are slightly lower, with the 
6-in. size now quoted at 27c. per pack- 
age of 100, and the 614-in. size at 32c. 
New prices recently announced on the 
Nesco line of oil heaters represent a 
slight reduction. The No. 12 size is 
now quoted at $3.70 each; the No. 15 
at $4.25, and No. 016 at $5.75. 

No change has been made in job- 
bers’ quotations on bolts and nuts, al- 
though manufacturers’ prices are very 
weak. Nails are also holding, although 
producers are seeking an advance on 
small lots to dealers. Jobbers gen- 
erally are covered for the remainder of 
the quarter at the old price. A change 
has occurred in painting ingredients, 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Aug. 4. 
ONDITIONS over the Northwest 
tributary to the Twin Cities 
have been improved to some 
extent during the past week by an 
abatement of the tremendous heat 
wave which gripped the entire country 
and by some rain, which while not 
general, served to relieve the drought 
conditions to a degree, and possibly 
saved some of the crops from com- 
plete destruction. In many sections 
the relief came too late to save the 
small grain crop, but was an aid to the 
corn and potato crop, and also to the 
fruit crop. It probably had a psycho- 
logical effect on the views of the people 

also. 


FAN SHORTAGE 


The continued hot weather accele- 
rated the demand for electric fans, 
and another shortage of stocks devel- 
oped during the extreme hot weather. 
Fans were even changed from direct 
to alternating current by rewinding 
the armatures, in order to supply the 
demand for residential purposes. The 
demand was for fans of any size or 
style, without regard to prices, and 
dealers in this line found a ready mar- 
ket for their wares. 
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with turpentine slightly lower at 56c. 
per gal. in barrel lots. Linseed oil is 
unchanged at 102/5c. per Ib. in bar- 
rel lots, and white lead continues at 
13.25c. per Ib. 


BUILDING PERMITS 


The building trade in western Penn- 
sylvania is still exceedingly unsatis- 
factory. Figures just released on per- 
mits for buildings in 41 Pennsylvania 
municipalities during June aggregated 
only $4,835,565, a decline of 68.2 per 
cent from June, 1930. Pittsburgh 
showed a decline of $1,458,184 or 60.8 
per cent, as compared with June a 
year ago. The 41 cities reporting 
showed a decline of 26 per cent from 
the May total. This would naturally 
include a very light demand for build- 
ers’ hardware, and much of the ac- 
tivity going on represents large proj- 
ects which manufacturers sell direct. 


STEEL INDUSTRY 


Conditions in the steel industry are 
essentially unchanged and little move- 





AUTO TIRES ACTIVE 


Tire sales also showed an improve- 
ment, as old and worn tire equipment 
yielded to the heat and left car own- 
ers no choice but to buy new tires and 
tubes. Automobiles of all ages and 
conditions were used by their owners 
in an attempt to gain some relief from 
the heat. In connection with automo- 
biles, it is interesting to note that the 
Twin Cities area stands high in the 
entire country in demand for new cars. 
This is considered another proof of 
the conditions here being better than 
in many other parts of the country. 


TOURIST TRAFFIC 


Tourist traffic continues to be very 
heavy, and resort owners in the sum- 
mer playgrounds of Minnesota and 
Wisconsin are enjoying a very good 
business. Tourists’ buying for imme- 
diate needs adds a handsome sum to 
the sales totals in this region during 
the summer months. The Black Hills 
in South Dakota, the Bad Lands in 
North Dakota, and the national parks 
further west seem to have not lost 
their attractiveness, and are serving a 
fair quota of visitors also. 


PRICES ATTRACTIVE 


With prices continuing on the pres- 
ent low level, the merchant has an ex- 
cellent opportunity to buy merchandise 


ment is expected during August. . It 
seems evident that a minimum produc- 
ing rate has been reached and that cur- 
rent demand for finished steel prod- 
ucts will justify the 30 per cent activ- 
ity now current. An_ unfavorable 
factor in the last two weeks has been 
a sharp decline in tin plate produc- 
tion. Tin plate, heretofore, has been 
the most active of finished steel items. 
Structural steel and reinforcing bars 
are holding up fairly well, and there is 
still some activity in steel pipe. Other 
lines are generally slow, and suspen- 
sion of activity in a number of large 
automotive plants this month has re- 
duced shipments of sheets, strip steel 
and bars. 


COLLECTIONS 


Collections are no_ better 
parts of western Pennsylvania, but a 
fairly good movement of seasonal prod- 
ucts, which has enabled retailers to 
reduce their stocks, may relieve the 
situation slightly in some localities. 


in most 


Conditions Show Improvement ; 
Collections Fairly Satisfactory 


at attractive figures for his fall and 
holiday business. The merchants of 
the Northwest, will many of them take 
advantage of the Twin Cities Market 
Week, which will be held next week, 
to place their orders for their needs 
for the rest of the year? Preparations 
are being made for the hundreds of 
merchants in all lines who are expected 
to visit their wholesalers during this 
event. 


, FIRST HALF OF 1931 


On the average, the first six months 
of this year showed an improvement 
in sales in the Northwest over last 
year, but somewhat less than in 1929, 
according to information compiled by 
one of the large banking interests in 
the Twin Cities. This information has 
been gathered from _ representative 
dealers and jobbers in many lines. In 
some lines, the reports are even more 
optimistic. 


CREDIT SITUATION 


Collections are holding up well, con- 
sidering general conditions. In com- 
munities where diversified farming and 
dairying has taken root, collections are 
“easier” than in the grain farming 
territories. The monthly cream check, 
while having shrunk in size from those 
of recent years, still continues to aid 
the farmer who has diversified his 
efforts. 








CHICAG 


of higher quality are frequently sur- 
prisingly marked down to tempt pur- 
chases. 


LATE CROP NEWS 


Reported hot winds in Kansas and 
Nebraska give notice that corn is not 


(Chicago Office of HARDWARE AGE) 
Cuicaco. Aug. 4. 


r WHE news of the week is again 
influenced by the return of very 
hot and dry weather—extreme 

enough to slow down retail activities, 

except the movement of such strictly 
mid-summer items as_ refrigerators, 
fans, screens and outing supplies. Or- 
ders coming to wholesalers are rea- 
sonably numerous, but small in value 
and nearly always for rush shipment. 

Mills, however, report that jobbers are 

starting to buy moderately for fall 

wants. The Chicago Federal Reserve 

Bank reports much wholesale buying 

to replace inventories which havé been 

allowed to fall to a dangerously low 
level. Grocery, drug and hardware 
sales during June totalled heavier than 
in the preceding month, an increase 
of 4 per cent in hardware being con- 
trary to seasonal trend, and contrasting 
with a decline in the same period of 

1930. The dollar volume sold by 

Chicago department stores during the 

month increased 4% of 1 per cent over 

May, as contrasted to recessions shown 

in Milwaukee of 4 per cent and of 7 

per cent each in Detroit, Indianapolis 

and the total for other cities in this 
reserve district. 


BUILDING PROVIDES JOBS 


Both manufacturing and_ building 
employment in this area will benefit 
by the starting of the erection of Chi- 
cago’s largest office building, the $12,- 
000,000 forty-three story Field Build- 
ing, contracts for which were awarded 
July 17. A minimum of 2500 men will 
be engaged in the erection, and an es- 
timated 5000 additional will be em- 
ployed at manufacturing plants, pre- 
paring building materials for this 
structure. 


CLEARANCE SALES 
Mid-year 


inventory time among 
wholesalers has revealed unusually 
clean, low stocks. Such items, how- 
ever, as needed moving, have been of- 
fered to the retail merchant at the 
lowest-ever markings. Sales from 
these stock lists are very large, and 
supplies of some unusual bargains 
have sold out in a very few days. 
Clearance sales in department stores 
and by other retailers are still much 
in evidence, with recent response only 
fairly active to these attempts to stim- 
ulate business. In the cities, espe- 
cially, hot weather has deferred trips 
to the shopping district. Consuming 
buyers still noticeably prefer medium 
and low priced merchandise, so goods 
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Heat 


yet past the danger zone. While the 
present outlook for the crops as a 
whole is as good as on any correspond- 
ing date in recent years, excessive tem- 
peratures are having a daily effect, 
and the next two or three weeks will be 
critical. Damage to oats in the north- 
west has been heavy, and Illinois and 
other sections indicate a decided 
shrinkage from early prospects, due 
to the heat. Prospects for rye are 
also for a small crop. The outstand- 
ing developments of the week in wheat 
were the reduction in marketing and 
receipts compared to the first half of 
July, and the unfavorable news regard- 
ing spring wheat condition in our own 
northwest, and in western Canada. In 
Iowa, Nebraska and South Dakota, 
fields were denuded by an unusual 
plague of grasshoppers. Pasture lands 
are in need of more moisture, for rains 
during the week have been mostly lo- 
cal, though widespread. 


MICHIGAN FRUIT YIELD 


News from Michigan is enthusiastic 
regarding fruit yields, and has com- 
pletely overshadowed talk of depres- 
sion among the merchants of that great 
fruit area. The harvests being taken 
from southwest Michigan orchards are 
sending the dollars rolling into the 
banks and into the cash registers of 
the stores. Receipts from the leading 
assembly market are estimated at 
double those of a year ago, running 
about $200,000 weekly to growers. 
Canning factories are rushing extra 
forces on a twenty-four-hour schedule 
to keep up with the cherry pickers, the 
raspberry and blackberry pickers and 
the tomato growers. Fruit yields from 
the other states in this area are re- 
ported. very large, and generally in the 
best of condition. Indications are that 
bumper crops will be picked from the 
peach orchards, the grape vineyards, 
and from the apple trees that already 
show signs of rich yield. 


CHICAGO AN ENTRY PORT 


Much publicity was given to the 
arrival July 28 of a Swedish freighter 
at the pier of a leading Chicago mail 
order house—the first ship ever to 
bring a cargo of general merchandise 
direct from a European port to Chi- 


Retards 
Orders Small, But Numerous 





Business; 


cago, without trans-shipping at Mon- 
treal because of the difficulty in pas- 
sage of the Welland Canal. This ship 
sailed from Antwerp, Belgium, June 
25, with a cargo of 1550 tons of chiefly 
barb wire and farm implements. The 
natural reaction of some Chicago ob- 
servers to this import arrival has been 
regret at the substitution of foreign. 
made steel and hardware tonnage, for 
an equal amount of sorely needed 
American output, so quickly available 
and at such low prices from the mills 
of the Chicago area. 


THE PRICE SITUATION 


Bolt and nut production is reported 
at the lowest for many years, and 
prices have been pared down to a level 
claimed by the mills as much below 
cost. Further weakening is reported 
on railroad picks and other heavy 
tools, beyond the lowered schedule re- 
cently reported, and these heavy tool 
lines have still apparently not reached 
stabilization. New prices on paint 
brushes are announced, averaging 15 
per~ cent lewer than last season, as 
forecast in our recent report. The 
bristle market has stiffened since these 
reduced prices were established, and 
buying of fall and spring requirements 
at the present very low level is consid- 
ered safe and advisable. 


MARKET NEWS NOTES 


Dealers are commencing to line up 
stove displays and other fall samples, 
and those retailers who are ready early 
will undoubtedly share the better sell- 
ing of stove and kitchen supplies 
which is looked for, as‘a result of more 
ready money ayailable in the farm 
areas. 

There seems to be no end to the de- 
mand for vacuum jugs and jars, not 
only for vacationers, but for laborers 
in farm areas and on outdoor con- 
struction jobs. The same users are 
keeping up a great demand for low- 
priced watches, ranging in price from 
98c. to $5 each. 

Boy Scout axes and pocket knives 
are moving out at a splendid rate, the 
demand being about equally divided 
between the standard-priced “ap- 
proved” tools, and those of service 
value at low cost. One very large 
seller now is a Scout knife to retail 
at 59c., which has all the implements 
of the “official” knife, and seems to 
stand hard service. 

The hot, dry weather is bringing to 
the country dealer a greatly increased 
demand for pumps, well-points and 
pump repairs. 
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(Boston office of HARDWARE AGE) 


Boston, Aug. 4. 


URTHER curtailment in retail 

and wholesale hardware sales 

was noted the past week. The 
reaction is attributed entirely to 
weather conditions. Following a solid 
week of cloudless skies, much rain and 
a lot of humidity, which made manual 
labor of all kinds very uncomfortable, 
there was a spell of record breaking 
high temperatures that made every ef- 
fort in or about the house and on the 
farm a real task. This falling off in 
business was not genera] throughout 
New England, however, because from 
Maine, New Hampshire and Vermont, 
where weather was not so much of a 
factor, retail hardware dealers have 
profited by the influx of summer resi- 
dents. Retailers along the Maine coast 
apparently have fared much better 
than others. 


JULY SALES FAVORABLE 


Despite the business reaction in the 
latter part of July, shelf hardware 
wholesalers say that their bookings for 
that month ran a little heavier than 
they did during the corresponding 
month last year, but were somewhat 
less than for June, this year. The de- 
cline in sales from June is to be ex- 
pected and usual. Mill supply whole- 
salers’ July sales ran _ considerably 
ahead of last year, and ahead of June, 
this year. Heavy hardware houses 
have not done as well as shelf hard- 
ware and mill supply, figured on a per- 





ARDWARE jobbers are still 
H counting time and waiting for 

fall business to start. July has 
been a rather slow month. However, 
July is the biggest vacation month, 
which of course has had quite a bear- 
ing on business, as many jobbers’ sales- 
men are out of the territory. 


SENTIMENT IMPROVES 


Reports from the field, however, are 
encouraging. Some salesmen who have 
returned to their territory report con 
ditions very greatly improved and mer- 
chants in a much better frame of mind, 
and their belief is that only a few more 
weeks will be required to enable them 
to determine what will be the demands 
and what sort of business they will 
want to prepare for in the early fall. 
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centage basis, but much better than 
they expected. 

While the volume of business in all 
three branches of the hardware indus- 


‘ try for July makes a very creditable 


showing, when it comes to dollars and 
cents it is another story. Most whole- 
salers say profits are less than last year, 
but admit that earnings statements for 
the second quarter will be more favor- 
able than those for the first three 
months of 1931. 


INDUSTRIAL CURTAILMENT 


During the past week a number of 
announcements were made of inten- 
tions of closing plants during August, 
consequently it is a foregone conclu- 
sion that there will be some curtail- 
ment in New England industrial life 
this month. Some curtailment always 
is experienced during August, but 
this year it seems a little more empha- 
sized, presumably because of the gen- 
eral talk of slack business conditions. 

New England’s basic industries, how- 
ever, are still on a sound basis, with 
indications of growing progressively 
busier as the year advances. Shoe 
manufacturers are confronted with the 
brightest future experienced in some 
time; the cotton textile industry is go- 
ing ahead very satisfactorily; the 
woolen textile industry is steadily gain- 
ing momentum; and lastly, New En- 
gland’s melt of pig iron is increasing. 


FEW PRICE CHANGES 


That the average manufacturer mak- 
ing goods handled by the hardware 





Sales Are Tapering Off ; 
July Was Good Month 


trade has not been stampeded into the 
belief that the country is going to the 
dogs is the remarkably few price 
changes announced from week to week. 
Among retailers, at least, the feeling is 
growing that values have reached bot- 
tom and that from now on advancing 
values may be expected. No rush of 
price advancing is anticipated, how- 
ever. 

Local wholesalers have advanced 
wire nails from stock 5c. a keg, mak- 
ing the price now $2.90 a keg, base. 
This advance follows. a reduction of 
10c. a keg, previously made to meet 
competition. Some of the electric ap- 
pliances manufactured by Landers, 
Frary & Clark, New Britain, Conn., 
have been reduced 5 per cent to 744 
per cent. An indication of such a 
change was given a week ago. 


STOCKS ARE SMALL 


For some time it has been conceded 
that retail stocks have been small, 
wholesale concerns stressing that point 
on all occasions. The assertions of 
wholesalers are correct so far as those 
stocks inspected are concerned, and 
there is no reason to doubt they apply 
to the retail trade in general. But 
wholesale stocks are also small, much 
more so than they usually are at this 
time of the year. 


With retail and wholesale stocks 
small, it is only a question of time 
when manufacturers of hardware will 
begin to secure some representative 
orders. 


MEMPHIS 7.0 cee 
P 


rices Show Little Change 


CROP CONDITIONS 


There were never better conditions in 
this section. Recent reports from every 
section of the Memphis trade territory 
indicate the finest crop prospects that 
we have had for ten years. 


Farmers. however, are complaining 
some of boll weevil and in a few in- 
stances of army worm. The entire 
month of July has been wet and not 
sufficiently hot to retard the activities 
of the weevil. We have heard very few 
complaints so far of army worm, but 
these can come over night and they 
could appear in numbers at this time 
and change the crop conditions very 
materially. However, the reports we 
receive are all optimistic. 


FOOD PRESERVING 

Home canning is very far ahead of 
anything we have ever known in this 
section. Jobbers are selling more can- 
ning supplies than they have ever sold 
and not only the small canneries in 
rural towns are putting away warehouse 
stocks of canned vegetables and fruits, 
but the individual homes are canning 
great quantities. 

Reports also indicate a very large 
general sorghum crop and local job- 
bers are receiving more numerous re- 
quests for prices on sorghum mills, 
pans and furnaces than for many years. 
Some sales are already coming 
through. 

CORN CROP LARGE 

Every section of the Memphis trade 

territory reports an extraordinary corn 
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crop and this is indicated as a general 
condition by jobbers’ inquiries and 
sales of grist mills, feed mills and farm 
engines. Activity in the lines mentioned 
is considerably better than it has been 
for many months. 


CURRENT BUSINESS 


Current business is reported to be 
probably slightly improved during 


NEW YORK 


New York, Aug. 4. 


USINESS' with metropolitan 
B hardware wholesalers, during 

the last week in July has not 
been as active as was the case earlier 
in the month. From present indica- 
tions, it appears that the trade is enter- 
ing August with the usual summer 
slump in the immediate offing. July, as 
was predicted in recent reports, proved 
to be a fairly good month with most 
jobbers in this district. Dollar sales in 
most instances compared fairly favor- 
ably with the same month of last year, 
and in practically all cases the quantity 
of merchandise sold was on a par with 
a year ago. Some aver that the high 
temperatures experienced during July 
created an earlier demand for mid-sum- 
mer lines than would normally prevail 
and for that reason they anticipate that 
August demands will be lighter than 
usual. Others hold the opinion that 
replenishments necessary in order to 
bring retail stocks up to levels ade- 
quate to properly care for fall and win- 
ter consumer demands will serve to 
bolster August sales. Several scattered 
price advances may also exert a stimu- 
lating influence on the month’s busi- 
ness. 


CHARACTER OF ORDERS 


Most orders being received by job- 
bers continue to reflect a hand-to-mouth 
buying policy. Orders listing three or 
four items are numerous and the aver- 
age order specifies small numbers of a 
fairly wide variety of merchandise. 
On highly seasonable goods, the low 
state of retail. stocks is quite obvious 
from the increasing number of requests 
to expedite shipments. However, it is 
noted that some retailers, apparently 
equipped with ample capital, have 
placed large orders for some items 
which are being offered at prices gen- 
erally recognized as being below the 
cost of their manufacture. Several of 
the business reviews prepared by some 
of the nation’s leading economists are 
currently emphasizing the fact that 
buying opportunities in raw materials 
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July over June, but bookings for later 
shipment are reported to be very much 
better and indicate that the actual in- 
crease which jobbers have been look- 
ing for for so long is only a few paces 


ahead. 
FUTURE BUSINESS 


Stoves, ranges and heaters are be- 


ing booked in larger quantity and more 
generally. Holiday goods are showing 





are phenomenal, pointing out that the 
values cannot be capitalized by strict 
adherence to hand-to-mouth policies. 
As a result, far-sighted merchants, who 
have the means, are gradually accumu- 
lating staple merchandise at very low 
figures, with the intention of storing it 
until an improvement in business re- 
sults in higher prices. 


ELECTRIC APPLIANCES 


The shortage of electric fans, which 
was recently experienced in several of 
the leading hardware markets in other 
sections of the country, has not oc- 
curred in New York, although the de- 
mand has been quite brisk. Some fall 
buying of appliances is reported and 
chromium-plated toasters, coffee per- 
colators and waffle irons are in im- 
proved demand. The call for electric 
irons and heaters is rather sluggish. 
Some inexpensive appliances are being 
purchased for immediate shipment to 
be used in special selling events. 


KITCHEN UTENSILS 


Selling agents and representatives 
for some of the leading manufacturers 
of aluminum and enameled ware 
kitchen utensils declare that sales in 
July exceeded those of the same period 
of a year ago. Prices on enameled 
ware average about 2 per cent under 
last year’s figures, while aluminum 
prices are practically unchanged. Vol- 
ume orders in both lines- have been 
placed by some of the larger stores, 
who expect to offer the merchandise 
during fall sales. 


NEW YORK JUNE SALES 


In commenting upon wholesale 
trade in this district, the Monthly Re- 
view of Credit and Business issued by 
the Federal Reserve Bank of New York 
says in part: 

“The June sales of reporting whole- 
sale dealers in this district averaged 
about 10 per cent less than a year ago, 
the smallest year-to-year decline since 
February, 1930. Following substantial 
decreases in May, sales of men’s 


some signs of life and interest in such 
lines as wheel goods and toys are more 
active than for many months. 


PRICE TENDENCY 


Prices show very little change. Ad- 
vances and declines are about at an 
offset and in both instances are more 
in the nature of adjustments than 
otherwise. There are no important 
price changes to report at this time. 


Demand Moderates Somewhat; 
Some Advances Effective 


clothing and of hardware showed 
smaller reductions from a year ago 
than in a number of months, and sales 
of drugs were less than 2 per cent 
below last year. 

“Sales of reporting wholesalers for 
the first six months of 1931 averaged 
20 per cent smaller than in the corre- 
sponding period of 1930. All lines 
showed decreases except silk goods, 
sales of which are reported in yard- 
age rather than value. 

“The end of June stocks of mer- 
chandise in all reporting lines, except 
drugs and hardware, were substantially 
below. a year previous. Collections in 
June averaged better than 1930.” 


PAINT MARKET NEWS 


New York paint manufacturers and 
distributors assert that paint materials 
continue to reflect the effects of a 
smaller volume of new construction. 
Sales of ready mixed paint continue in 
fair volume. Turpentine, in five-drum 
lots, delivered in New York, is quoted 
at 42c. The following quotations cur- 
rently apply to linseed oil: 20 to 69 
barrels, 9c.; 5 to 19 barrels, 9.2c.; 1 to 
4 barrels, 9.6c. The National Lead Co. 
has advised jobbers and dealers that 
present prices on Dutch Boy and Car- 
ter white lead and lead products are 
guaranteed against price declines oc- 
curring prior to Nov. 3, 1931. 


PRICE REVISIONS 


Several price advances have become 
effective within the past week. Jobbers’ 
prices on wire nails have been advanced 
approximately 10c. per keg following 
a firmer trend in some wire products. 
The recent low prices issued by lead- 
ing manufacturers of inexpensive shov- 
els have been withdrawn and present 
figures are about $2 per dozen higher. 
Wood screws and machine screws have 
shown an easier tendency. In prices 
being issued by manufacturers for the 
1932 season, the leading makers of 
brass lawn goods are quoting lower 
figures. Ice skate prices are also on 
a lower basis for the coming season. 
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To the Retail Hardware Merchant 


M* letter in the Hardware Age of July 23rd on 
the subject of the prices of metallic ammuni- 
tion was written before the recent low prices were 
issued by the mail order houses. 


At Bridgeport, Conn., we have a large and well 
equipped laboratory, where a number of ballistic 
and chemical experts are constantly testing not 
only our shells and ammunition, but also all 
other makes. Careful records, with samples and 
results, of these tests are kept over a period of 
years. 


Recently we have been testing some of this am- 
munition that is now being quoted at very low 
prices. This ammunition is put out without the 
manufacturer’s name. On the labels we found all 
kinds of non-corrosive claims. By tests, however, 
we found this ammunition was not non-corrosive 
at all, but the old-fashioned corrosive ammunition 
such as was put out before the discovery of 
Kleanbore. According to our tests, after twenty 
shots with this corrosive ammunition, in less than 
three days brown rust developed in the barrel of 
the rifle. This barrel, of course, was ruined. 


If any dealers wish to know how to make a sim- 
ple test of corrosive and non-corrosive ammunition 
and see the effect of corrosive ammunition in the 
barrel of the rifle, if they will write us we will be 
glad to give them full details. 


We have just received a letter from a retail 
dealer, asking us where he can buy our goods at 
a price that will put him in a position to meet the 
competition on this ammunition. Our answer is 
that he should no more consider meeting the 
quotations made on this poor quality ammunition 
without the manufacturer’s name on the box, with 





The Greatest Value Ever Offered— 


The Remington Standard American 
Dollar Pocket Knife 











ahigh grade ammunition, than he should think of 
meeting the competition of any unknown brand of 
second-class and obsolete goods, with first-class, 
high-grade merchandise on which the manufac- 
turer is proud to place his name. 


In making the statement that the goods we have 
tested are not up to standard and that the descrip- 
tion of the goods on the boxes is misleading and 
deceptive, we are fully aware of the responsibility 
we are taking. We certainly would not dare to 
make this statement unless we were protected by 
having the facts in our possession. 


This letter is dictated and gotten out hurriedly 
to give the facts to the hardware and sporting goods 
trade of the country, so they will not be misled into 
meeting the competition of this inferior class of 
merchandise being put out under false colors. We 
very much dislike to write this letter, but we believe 
it is our duty to our jobbing and retail distributors 
to give them the plain facts about this ammunition. 
For any jobber or retailer to put out prices on 
first-class ammunition to meet this competition 
would not only be unwise and unprofitable to them, 
but would cause losses to the entire hardware trade 
at a time when every cent of profit is needed. 


Our suggestion, therefore, in the light of the 
foregoing facts, is to completely ignore this com- 
petition. We earnestly urge retailers distributing 
Kleanbore ammunition to maintain a fair and rea- 
sonable sale price on the goods. They will have 
no trouble getting this price. The consumers of 
the country have already discovered that there is a 
difference in the quality of ammunition, just as 
there is a difference in quality in other kinds of 
goods. The majority are seeking the best quality, 
and they are willing to pay a fair price. 


RD PLB 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, DIgby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931 R. A. Co. 
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EARS of experience have 

taught us to make Ameri- 

can Screws to a uniform 
level of excellence. 


Each one has a slot that stands 
the strain; each one has clean 


one cutting threads and gimlet 

i 3 points which are sharp and 

SS oF strong. Not one falls down 
on the job. 

Your customers can do any job 

better with American Screws. 

WOOD TIRE STOVE MACHINE 

SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


* WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO.ILL. 


Put lt Together With Screws 
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Wiseacre: “Haven’t I al- 
ways given you my salary 
check the first of every 
month?” 

Mrs. Wiseacre: “Yes, but 
you never told me you got 
paid on the first and fifteenth, 
you embezzler!” 





First Storekeeper: “I hear 
your place was robbed last 
night.” 

Second Ditto: “Yes, but the 
loss might have been worse. 
I’d just marked everything 
down 50 per cent.” 





Judge (at trial of pick- 
pocket) : “This man is charged 
with simple theft.” 

Pickpocket: “Just a min- 
ute—didja ever try it?” 





They laughed when she sat 
down at the piano because 
they saw the installment man 
backing his truck up to the 
door! 





Willie: What are diplo- 
matic relations, pop? 

Pop: There are no such 
people, my boy. 





New Minister: How do you 
like my sermons? 

Old Maid: Splendid. I 
never knew what sin was until 
you came! 





Brown: Does your wife ever 
make corn fritters for you? 

Jones: No, she plays bridge. 
She doesn’t fritter her time 
away! 





A he-man is one who brave- 
ly tells his wife the truth, let 
the dishes fall where they 
may. 





Nurse—Bobby! What would 
your father say if he saw you’d 
broken that branch off? 

Bobby—He’d say, trees are 
not so well made now as they 





Justin PHUNN 
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Oct. 3—Adv. for girl 
stenog. ...$  .50 
Oct. 6—Violets for 
new stenog. 65 
Oct: 8—Week’s salary 
for new 
stenog. 15.00 
Oct. 11—Roses for new 
stenog. 3.00 
Oct. 15—Salary for 
new stenog. 20.00 
Oct.15—Candy for 
wife over 
Sunday 15 
Oct. 19—Lunch with 
Miss 10.65 
Oct. 22—Lillian’s salary 
22.50 
Oct. 25—Theatre and 
supper with 
stenog. 26.50 
Oct. 26—Fur coat for 
wife ..... 625.00 
Oct. 26—Adv. for male 
stenog. 00 





“Ze Americaine he is ver’ 
funny. Ze Frenchman can 
nev’ understan’ heem—jus’ 
like ze Americaine cocktail. 
Firs’ he put een whiskey to 
make ze drink strong, zen he 
put in water to make her 
weak, zen he drop in some 
sugar to make her sweet, nex’ 
he put in lemon to make her 
sour, zen he says, “Here’s to 
you’ an’ he dreenk her 
he’self!” 





The man who appears to be 
a 5-ton truck downtown may 
be just a trailer at home. 





Physiology Teacher: 
Johnny, can you give a famil- 
iar example of the human 
body as it adapts itself to 
changed conditions? 

Johnny: Aunt Jane gained 
fifty pounds in a year and her 
skin never cracked. 





Young Wife: Are you sure 
this machine will take out all 
the dirt? 





were before the war. 





Salesman: It—say lady, 
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yesterday I ran it over some 
old copies of the “Whiz 
Bang” and when I _ got 
through I had a Salvation 
Army War Cry. 





“Fore!” yelled the golfer, 
ready to play. But the wom- 
an on the course paid no at- 
tention. 

“Fore!” he shouted again, 
with no effect. 

“Aw,” suggested his op- 
ponent in disgust, “try her 
once’ with  ‘three-ninety- 
eight’!” 


The boarding house mis- 
tress glanced grimly down the 
table as she announced: 

“We have a delicious rabbit 
pie for dinner.” 

The boarders nodded re- 
signedly—all, that is, but one. 

He glanced nervously down- 
ward, shifting his feet. One 
foot struck something soft, 
something said, “Meow.” 

Up came his head. A re- 
lieved smile crossed his face 
as he gasped, “Thank Good- 


ness.” 








A woman entered a grocer’s 
shop and asked for some good 
cheese. The grocer showed 
her some which did not please 
her. She wanted some par- 
ticularly “lively” cheese. He 
showed her the remainder of 
his stock, but she wasn’t satis- 
fied. She wanted it still more 
“lively.” 

At last the grocer, losing 
patience, called sarcastically 
to his assistant: “John, un- 
chain number seven and let 
it walk in.” 





“What! You let your 
daughter go with that fellow? 
Why, he has just done five 
years at hard labor.” 

“The scoundrel! 
me it was only two! 


He told 


” 





PERFECT HOSTESS 
A deaf old lady went to 


live near one of the naval 
ports. Shortly afterward a 
battleship fired a salute of 10 
guns. The old lady, who 
lived alone, got out of her 
chair, smoothed down her 
dress, patted her hair, and 
said sweetly, “Come in.” 








NOW—this type 
of ball bearing 


FITS BALLS 









L_RACE GROUND TO FIT 
BALL CURVATURE 


SEALED AGAINST DIRT 





FAFNIR BALL BEARING 


instead of this 


BALLS SUPPORTED 
AT 2 POINTS 









“FLAT BALL» RACE 














Is Your Imagination Bankrupt? 


If you ask me for one of the severest indictments you 
can hurl on an intelligent being in business today, I would 
say it is the building of competition on the sheer basis of 
price. Every time you admit that the only way you can 
get business is through the cutting of price route, you ad- 
mit that you have nothing else to offer, nothing else to 
sell; your imagination is bankrupt; there is nothing to 
you except a willingness to work for day wages.—Dr. 


Alfred P. Haake, in Oil Heat. 





Your best customer is some other merchant’s best pros- 
pect. Your effort to keep him satisfied must equal your 
competitor’s effort to wean his business away from you. 

Your heaviest replacement cost is that which comes 
from having to replace lost customers. 


If you are so confirmed a pessimist that you believe 
business will never improve you are a legitimate prospect 
for one item only—RED INK. 

Rubbers and red ink are Rainy Day merchandise only. 
You know what the farmer said when the stranger asked 
him if he thought it would ever stop raining. He replied: 
It always has. 


Service is the rent a merchant pays for the space he 
occupies in the public mind. His receipt for that service 


is Good Will. 
Liew S. Sou_e. 
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ORDINARY BALL BEARING 


is available in a lawn 
mower of moderate price 


There’s all the difference in the world between the ball 
bearings ordinarily used in lawn mowers and the special 
high quality type used in the Blair Automatic and Uni- 
versal lines. ° 

During 1932 you can offer these quality mowers at 
prices only slightly higher than low-priced competition. 


Every Thursday evening throughout the year your cus- 
tomers are told over the radio about the advantages of 
owning a Blair Automatic, Universal, Pilgrim, Hercules 
or other Blair models and advised to “Look for the green 
Blair label on the handle.” 

The Blair line is complete, and includes models with 
which to meet price competition. Write for quotations 
and circular of the 1932 line. 


BLAIR MANUFACTURING COMPANY 


Established 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 


























IM NIGHT 
LATCH No. 3517 








HEN your customer wants a de- 
pendable night latch at moderate 
price this attractive Eagle Latch No. 

3517 is IT. 

1. Finely finished wrought steel case, 
black japanned. 

2. Solid brass bolt and attractive solid 
brass knob. 

3. Full size five pin tumbler brass 
cylinder, with three milled German 
silver keys. 

The comparatively small size of No. 

3517 Latch—3%” x 2” —gives it 

preference over a larger latch for many 

locations. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


ects ce CO, 
26 Warren Street New York, 


Bronch Offices: ‘3 
521Commerce St.  177-79NFronklinS&. 4 Bedford 
Philodelphio, Pa. Chicogo, Ill. Boston,M 

Works ot Terryville, Conn. 
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How It Started 





Roller Skates 


The roller skate is not strictly speaking a modern 
invention, for as early as 1823, or over 100 years 
ago, they appeared on the hard courts of Windmill 
Street, London. The construction was something 
like the skate of today, but, of course, they lacked 
the ball-bearing features. 


Stoves 


We get the word “stove,” also its use from the 
Anglo-Saxons, who had their “stufa,” or closed 
chamber in which a form of peat or fuel was 


burned. 
Hinges 


The hinge comes to us from the old English 
meaning to hang, thus when a door or a window 
frame was afhxed, it was “hing,” i.e., to hang— 


4 


hence the hinge. 
Shovels 
The shovel is derived from the word “shove” 
and is also Anglo-Saxon, and is so named because 


the user “shoved” it along the ground. In some 
rural portions of England, a pitchfork is still called 


a “shove-pick.” 





Rixford Maul Head Axe 
And Scythe Assortments 


The Rixford Maul Head Axe may 
be furnished in any pattern having 
square head. Projecting head is 
made of a specially hardened steel 
that will stand being used to drive 
wedges with, says the maker, Rix- 
ford Mfg. Co., E. Highgate, Vt. 
It is available in all weights. The 
company guarantees that the head 
will not come off or loosen. Sug- 
gested retail selling price is $2.20 
or $2.25 each. Dealer cost runs 


from $17 to $18 per doz. The same 

maker is now offering scythes in assortments. Assortment 
1A, which costs the dealer $15.00, has a retail value of $23.50. 
It includes one 20-in. bush model in black finish with cut- 
ting edge and little edge polished, four 30 to 34, one-piece 
red razor models, one 24-in. weed type, black finish, cutting 
edge and little edge polished; four 32 to 34 Golden Clipper— 
ribbed or Hercules ribbed—“G” pattern models, and two 
34-36 fine India steel plain models of the “G” pattern. Golden 
Clipper model has black finish, cutting edge with web and 
both backs polished, while the fine India steel model has 
varnished finish, cutting edge, web and both backs polished. 
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Use them yourself— 
and see why they sell 





It is easier to recommend a product to a cus- 
tomer when you're sold on it yourself. Your own 
store can use a great many of these Bakelite 
Molded drawer knobs and card holders. Try 
them out. You'll find they are much more attrac- 
tive than enameled metal ones—will wear bet- 
ter and won't chip or dent. Then you'll know 
what fo recommend to others that need these 
articles. 
If you aren‘t already familiar with the many 
fine hardware items made of Bakelite Molded 
—door knobs, latch sets, brush and knife han- 
dles, casters and glides, wiring sockets and 
switch plates and many others—write us for a 
list of these articles and the names and ad- 
dresses of their manufacturers. You'll find them 
all profitable additions to your stock. 
BAKELITE CORPORATION, 247 Park Ave., New York 


CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 








mucereaen 08. PAT. OFF 


BAKELITE 





The registered trode masts shown obove distinguish materiols B ign inary. 
monvioctwed by Botelite Corporation. Under the copital “B™ is the co number of present ond hvture uses of Botetite Corporohon's products. 
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THE MATERIAL OF A THOUSAND USES 





On Dewvn thi 
swing in Lovely 


Sa eee Pleasant 


Homes, striking examples 





of livability in all price 
ranges, are found equipt* 
with GRIFFIN Hinges and 
Butts. The GRIFFIN Line includes items to meet every 





Hinge requirement throughout the home and the garage 
as well. } Each embodies the skill, precision, finish and 
ability to give lasting service, which has characterized 

-- the name of GRIFFIN since 1899. 


(SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurRCHASE Sr. 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Marker St. 








FREE! 


One Dozen 2 5¢ 





Safety Hasps 


For 
Limited 
Time 
Only 


12 


Safety Hasps 


(No. 704 pictured above) 


Free with only two dozen 
of these fastest selling 


MASTER PADLOCKS 





Master Prosperity Special No. A-1 
Your Cost $6 Resale $12 


YOUR PROFIT 100% 





One Dozen 
No. 99 
“GREYHOUND” 


“Pack” of twelve in at- 
tractive display, net 
$2. Leading 25¢ seller. 
Multi-spring-lever se- 
curity, 111/16 “case, 12 
key changes, 1”shackle. 




























Half Dozen 
No. 1100 
“BROWNIE” 


—in beautifully color- 
ed counter carton, net 
$2. Very popular 50¢ 
seller. Spring security. 
15 key changes, 12 
case, %” tapered 
shackle. 


Half Dozen 
No. 500 “JUNIOR” 


Fastest selling 50¢ re- 
tailer onthe market. Six 
in counter carton, net 
$2. Double-spring- 
security, 30 key chang- 
es, 154” case, 94" shackle. 


MASTER LOCK CO., Milwaukee, Wis. 


World’s Largest Padlock Manufacturers 
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Profitable Retailing 


(Continued from page 23) 


cause of the motor car and bus 
service. Bigger sidewalk “circu- 
lation” offers bigger opportuni- 
ties for the man with a good and 
well placed show window. It 
has been clearly shown that the 
public responds to attractive and 
interesting windows and if we 
need any further proof we’ have 
only to look to the larger sup- 
pliers of the country and note 
their growing expenditures for 
window dressing material, given 
free, usually, to the merchant. 
They are making these outlays 
because they know that the show 
window at present and in future 
is the most important business 
building agency open to the re- 
tailer. 

It no longer is enough to chuck 
a window full of stock and call 
it a “display”; ideas, symmetry, 
a “sales punch”’—al] these things 
are needed if the window dis- 
play is to pay its way and do the 
job that the dealer wants it to do. 
The progressive ones are adding 
moderate budgets to their costs 
covering special window displays 
to supplement the best that sup- 
pliers offer—displays that have 
a distinctly local appeal. 

One of the most interesting 
developments in retailing in the 


| past three or four years has been 


the improvement of store in- 
teriors, including methods of 
keeping stock, arrangement and 
display. More and more the 
trend is toward the eye-level 
which is the “selling level’ and 
to the open display. That open 
displays will prevail in the fu- 
ture, no thinking man of experi- 
ence doubts. For the simple 
reason that open display, as far 
as it has gone sells more goods. 
Whereas the old store keeper 
placed little value on this prin- 
ciple and felt that so long as he 
knew where (or almost where! ) 


to put his hand on stock every- 
thing was OK, the modern re- 
tailer is learning that “goods in 
sight is in the eye and in the 
mind of the customer” and that 
a whole lot of things sell on mere 
sight. 


Better Looking Places 


While it is not probable that 
our retail stores in the next few 
years will make comparatively 
the strides in interior appearance 
that they have made in the past 
decade, they will continue to 
make strides. 

Any store today big or little 
that hopes to attract the public 
must make things attractive— 
modern fixtures, cleanliness, or- 
der and organization. So high 
has the standard in appearances 
been set by the outstanding stores 
in the trade that the public is 
quick to spot and avoid a dirty 
and disorderly, old fashioned 
one. Note the tremendous num- 
ber of stores that have been re- 
modeled and reoutfitted in the 
past five years! Never have fix- 
ture makers done a greater mod- 
ernization volume than in this 
period; and the reason is sim- 
ple to discover. Retailers know 
that the dingey, poorly lighted 
shop can’t stand competition 
and that the public seeks the at- 
tractive and cheerful place in 
which to do business. 

In the single item of illumina- 
tion, wonderful things have hap- 
pened. To say that proper store 
illumination has an actual and 
direct effect upon sales may 
sound somewhat like a fairy 
yarn; but there is ample proof, 
the results of rigid tests, in the 
files of the large fixture and 
lighting people. Constantly im- 
provements are being made and 
will be made in this direction. 
Such improvements concern 
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economies for the retailer and a 
boost in his sales. No retail 
illumination plan just now can 
be expected to give a longer 
“life” than from three to five 
years, because within that time 
we will have betterments that 
will make them out of date and 
unprofitable. And such modern- 
ization moves are good business. 
It is far more profitable to put 
in new illuminating equipment 
every five years than to stick to 
the old which stamps your busi- 
ness as being behind the times. 
What kind of competition will 
the retail end of the trade meet? 
“Cut throat” competition is 

dying a natural death though it 
is dying slowly. The progres- 
sive retailer is looking to: 

(a) Better values 

(b) Service 

(c) Fair dealing 

(d) Attractive stores 

(e) Salesmanship 

(f) Good display 
—for his appeal and not to meth- 
ods that hurt his competitor very 
little but hurt his own business a 
great deal. 


Changing Viewpoint 


The viewpoint of the dealer 
has changed greatly with respect 
to competition and will continue 
to change. 

Good management is so much 
more powerful in winning a fair 
share of local trade that price 
slashing and dumping methods 
are being thrown out as anti- 
quated and unprofitable. Com- 


petition becomes more friendly 
as time goes on. And while the 
dealer will have to meet his com- 
petitor upon the basis of values 
and selling effort, he need no 
longer engage in price wars 
which profit nobody but the pub- 
lic and work against the best in- 
tests of the trade. 

The retail end of the trade is 
on the up and up. 

Nobody who visits hundreds 
of stores annually can doubt 
that. Everywhere we see intel- 
ligence mobilized to meet a de- 
pressed condition. Everywhere 
we see good judgment and ag- 
gressive methods striving to hold 
business on an even keel during 
the brief but rough storm that 
now rocks the boat the country 
over. 

And if this “storm” serves to 
put every dealer in the trade up 
on his toes, teaching him some 
vitally important lessons and giv- 
ing him some vitally important 
experience, it will have been a 
storm that has served a good pur- 
pose. 

That’s what the dealers seem 
to think. 

If, here and there, we see 
stores dropping out of the fight, 
it is usually because they are not 
keying themselves up to today’s 
needs—they are not “putting the 
screws” on the business from 
end to end—they are not “tuning 
up” with the changing times in 
which we are doing business and 
giving punch for punch with old 
man depression. 





Store Arrangement to Attract Women 
(Continued from page 29) 


ably unshaven, even though he 
may be the most congenial per- 
son on earth. Appearances 
count in retail merchandising 
and especially where the woman 
buyer is concerned. 

If possible at least one mem- 
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ber of the salesforce should be 
a woman, and it should be her 
duty to serve as many of the 
women customers as possible. A 
woman not too young is usually 
best and one who likes sales 
work, 
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Armstronc 
WRENCHES 


are above price 
competition — like 
gold pieces their 
worth is established 





People no longer haggle over the value of 
coins, and tool buyers—those who buy intelli- 
gently and often, who make your most profit- 
able cu8tomers—never question the price of a 
wrench that bears the Arm-and-Hammer Trade 
Mark. ARMSTRONG WRENCHES are accepted 
as the standard—in strength, design, material 


and workmanship. 


Drop forged from selected Carbon or Chrome- 
Vanadium steels, they come on boards, in 
boxes or in sets. 37 types, all sizes. They give 


sctisfaction and build repeat business. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People“ 


314 N. Francisco Ave., Chicago, U.S.A. 











Write for Catalog B-27, 
176 pages of Quality Tools 




















TOYS 


Are ACTIVE Sellers 


Hardware Age regularly 
publishes many stories of 
profits made by hardware 
dealers who handle toys. 
What 


are doing you can do. 


these merchants 


Read about these suc- 
cesses and then turn to 
the advertising pages. 
You'll find that the toy 
manufacturers are offer- 
ing the dealer worthwhile 
merchandising helps. 


There is real money in 
toys for the hardware 
dealer who displays them 


the year "round. 














How to Sell Hack Saws 


(Continued from page 35) 


if it were not for the fact that in prac- 
tically every shop there are occasions 
when it is necessary to cut tubing, 
very light angles, conduit, etc., which 
must be cut by a finely toothed blade. 

A rule which enables one to im- 
mediately select the proper tooth size 
is that three or more teeth must be in 
contact with the work at all times. 
The reason for this is that were we 
sawing thin wall stock with a coarse 
saw the wall of the stock would fill 
up the gullet and shear out the tooth. 
It sometimes happens that all of the 
teeth of a blade are sheared out in 
this way. 

With the exception of this thin 
wall material, an eighteen tooth saw 
(18 teeth to the inch), will usually 
serve for general use. For cutting 
thin stock, tubing, conduit and other 
thin wall material the manufacturer 
recommends thirty-two teeth to the 
inch. Occasionally the workman 
may have a large piece of stock to 
be cut. For this work a fourteen 
tooth can be successfully used. 

The recommendations which have 
been made for the use of hand blades 
apply also for machine work. For 
cutting either large or soft stock, 
coarse teeth are most satisfactory. 
Fine teeth should be selected for cut- 
ting wall or small stock. 

In order to most intelligently ad- 
vise the customer in the selection of 
a saw blade it is well to have some 
actual experience in metal sawing. 
For the benefit of those who have 
never made any practice cuts, the fol- 
lowing suggestions should be of as- 
sistance: 


(1) When the blade is inserted in 
the frame the teeth must point 
away from the user. 


(2) The blade must be perpendic- 
ular and should be drawn 
tight. A flexible blade should 
be drawn tighter than an all- 
hard blade. 


As we start to use the saw, we must 
be sure to put sufficient pressure upon 
it to make it cut. If we carelessly 
allow the blade to slide over the 
metal the points soon become dull 
and the blade is ruined. After mak- 
ing a forward stroke, it is necessary 
to raise the blade on the return 


stroke. If we do not do this we have 
the rubbing action which makes the 
saw points blunt. 

One of the important points to 
keep in mind is the speed to use. It 
is just as important to have feed as 
it is to have speed. In order to get 
the proper feed we must of necessity 
cut down the speed. 

If you should be using a saw you 
would soon find through experiment 
that 40-50 strokes per minute with the 
proper feed will cut more metal than 
60-70 light strokes. The fast stroke 
does not remove as much metal, dulls 
the blade and tires the operator. A 
slow speed with sufficient pressure 
will insure fast cutting. 

The selection of the proper blade 
for power machines is somewhat dif- 
ficult. This difficulty is due to the 
many types of machines used which 
operate in different ways and at dif- 
ferent speeds. For the dealer or 
clerk selling to the mill or factory 
trade, the manufacturers publish vari- 
ous helpful booklets and charts con- 
cerning the use of machine blades. 

Due to the hard use which hack 
saw blades receive, they must be re- 
placed frequently. When a mechanic 
finds a blade which cuts rapidly 
and wears well, he is a steady cus- 
tomer. The hardware salesman who 
can suggest the proper saw to use and 
intelligently instruct the customer in 
its operation, is building a repeat 
business which will be profitable to 
the store and to himself. 


California and New York 
Lead in Retail Buying 


Two states stand high in the list of 
retail sales for the nation, the Census 
Bureau announced recently. Califor- 
nia with per capita sales of $575.73 
during 1929 (Census of 1930), stood 
first among the 48 states. New York 
was a close second with per capita 
sales of $575.12, and Nevada (whose 
sales are no doubt fattened by divorce 
seekers) stood third with $550.05. No 
other state had per capita retail sales 
of more than $500. 

Retail sales for the nation were an- 
nounced at $50,000,000,000. An addi- 
tional $3,000,000,000 was accounted for 
by manufacturers’ and other producers’ 
direct sales to consumers. 
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How to Overcome the Price Bugaboo 


(Continued from page 27) 


ordinary board. You won't be 
bothered by pulling off the nail 
heads with that hammer. Look 
at the finish. It is a hammer you 
can be proud of, and one that 
will give service every time you 
need it, for years to come, etc.” 

When the price is finally 
quoted, the value will outweigh 
it in the customer’s mind, and 
you will have little difficulty in 
making a profitable sale. At the 
same time you will have ren- 
dered the customer a real ser- 
vice. 

When a customer says, “I'll 
think it over and drop in again,” 
he is merely telling you that you 
haven’t given him the informa- 
tion that makes him want the 
article more than the cash its 
price represents; that you have 
failed to sell him the use and 
advantages of the article, or the 
pleasure and profit to be derived 
You have let 
price overshadow value. Ten 


from owning it. 


chances to one he will not come 
back. 

Bear this in mind: Sales are 
made by selling the customer the 
articles you yourself would buy 
if you were in his shoes. The 
proper arguments to use are 
those which would appeal to you 
if you were on the other side of 
the counter. 

When a price seems high, re- 
member that there is a_legiti- 
mate reason for that price, and 
that the greatest part of that rea- 
son is quality and service. If the 
store you are in should sell 
everything at prices lower than 
the cost, service and a reasonable 
profit, you would be out of a job 
in less than a week. Get the 
price bug out of your head; sell 
value truthfully presented and 
you will be doing the customers, 
the business and yourself a real 
service. There is no place in 
modern retail selling for the 
price coward. 





Influence of Low Metal 
Prices Is Apparent in 
Recent Developments 


The lowness of steel prices has been 
stressed for months, and has been gen- 
erally understood by all well-posted 
hardware buyers. The extreme extent 
of the drop is reflected in the second 
quarterly report of the United States 
Steel Corporation, which shows earn- 
ings of only 12c. per share on common 
stock, following the still lower earn- 
ings of 5c. per share during the first 
quarter. The reduction in Steel com- 
mon dividend from $7 to $4 brings 
payments to a rate still far above earn- 
ings, but lessens the tremendous re- 
cent dividend drain upon the large sur- 
plus of the corporation. 

A pleasant earnings contrast is 
shown by the report of General Motors, 
practically equal to the same quarter 
in 1930 and above double the earnings 
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of the first quarter of 1931. Stude- 
baker and Pierce-Arrow earnings have 
gained over the second quarter of 1930, 
and have practically held their own 
for the first half year compared to the 
same period a year ago. These facts 
interest the hardware merchant in 
showing that low prices and improved 
offerings will tempt money from the 
buying public, and are typical of an 
upturn which has started in other im- 
portant industries. 

Prices of copper, lead and zinc 
have shown little change from last 
week, though there has been a weaken- 
ing rather than a strengthening of 
these values. On the other hand, the 
sharp curtailment of crude oil produc- 
tion has held prices firm or with some 
advance at the producing fields, though 
still at about 40 per cent of the valua- 
tion of one year ago. Cotton has de- 
clined sharply and rubber slightly 
from last week’s quotations. 














OFKIN 


(CRESCENT 
TAPE-RULE 


New and Profitable Item 








Gescont Tape-Rule 


The Convenience of a Pocket Tape 
The Utility of a Rule 
Sturdy Construction-Automatic Wind-Accurate 
Chromium Plated Case 
EVERY MECHANIC SHOULD HAVE ONE 


Price EX Each 











This Article Recommends Itself 
to You Because It Sells Readily, 
Having Widespread Appeal. It 
Yields a Handsome Profit Margin. 


Blade is of superior — tempered 
steel, stiffened by special forming. 
Unsupported it may be projected to 
any wall, ceiling, or into an opening, 
but it will also conform to round 
cornered or irregularly shaped objects. 
It is nickel-plated, with legible, clean- 
cut markings. It measures from ex- 
treme end of blade, yet solid clip first 
end may be used as hook. 

The chromium-plated case is com- 

t and substantial, with a positive, 

smooth-working winding device and 
ratchet stop. It is thoroughly safe as 
blade is at all times under perfect 
control. 

Attractive three-color easels for dis- 
play purposes, illustrated above, fur- 
nished free. 


No. 696—72” in 16ths 
Retail Price $3.00 each 


Specify “Crescent” Tape-Rules to 
your jobber. He carries them in 
stock. Better get in on this while 
they are new. 


THE [UFKIN fpULE (0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 


Send for Catalog 


TAPES 
RULES 
TOOLS 

























sought for by the housewife of today. 


On the counter or in the window, a “Stainless” product capti- 
vates buying eyes... It’s new, interesting .. . It’s in harmony with 
the mode of progressive, up-to-the-minute minds... it means free- 
dom from the slavery of endless polishing, and is a low priced 
luxury which customers say they can well afford to enjoy. 

Watch your stock of Cutlery, Scissors, Squares, Rules, Tapes, 
Hammers, Golf Clubs, Building Hardware, Kit Tools, Screws, 
Skates, Nails, Bolts and Nuts... It moves faster if it’s “Stainless” 
... Write for our booklet “Stainless in the Home”... Here’s a 


market guide. 


Genuine Stainless Steel is manufactured only under the patents of 
AMERICAN STAINLESS STEEL COMPANY 
Commonwealth Building, Pittsburgh, Pennsylvania. 


STAI NLES 


STAINLESS 








Rich Beauty + that other 
metals cannot match .. . 


Brilliant, lustrous highlights ... rich, soft shades... Only Stain- 
less Steel possesses that deep, modern beauty of sharp contrasts ‘so 
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HE picture illustrates the “evolution” of the 

modern scissors from the clumsy, one and 

one-half pound “tailor’s shears” of a century 
ago. 

One can imagine the difference in the time re- 
quired by our great grandmothers when cutting a 
garment with these crude nine-inch long shears as 
compared to the easy-to-handle scissors of this mod- 
ern day. So heavy and unhandy were these pieces 
of cutlery that callouses were often made on the 
hand when they were used for any length of time. 

The iron used in making the large shears shown 
in the picture was mined in England and the shears 


The Evolution of 


SCISSORS 


A century ago the old pair was 
purchased at $1.00 wholesale. 


made in Sheffield, England, and shipped to Ballti- 
more more than 100 years ago. William Stakeley, 
deceased, uncle of Georgia Stakeley who resides 
near Madisonville, Tenn., purchased them for $1 
wholesale. Mr. Stakeley was a Madisonville mer- 
chant in 1830. The shears were used constantly by 
the Stakeley family for more than 75 years, the 
family finally abandoning their use after the advent 
of the modern scissors. 

The modern scissors shown in the picture retail 
for $1. 

These old shears are now in possession of Lowery 
Hardware Co., of Madisonville, where they are on 
display. The company has been offered a large 
sum for them but they refuse to sell them. 


This display of grinding wheels and hones of various kinds was used by M. S. Young, of Allentown, 


Pa. This large window gave an impressive setting to well displayed merchandise. 


Every item was 


price ticketed. Photograph by John A. Kubil, Allentown Photographic Studio. 
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Your Cutlery Department 


Its Possibilities for More Profit 


UTLERY departments continue to offer one 
of the best profit making opportunities for 
the average hardware store. Easily dis- 

played in an attractive manner, a sizeable stock 
takes but little space for the sales volume possible. 
New merchandise is being constantly offered by 
leading makers with finishes showing steady im- 
provement in the better grades. The use of color 
with the highly polished stainless steel blades pro- 
dives in tableware unusually bright displays for 
both interior and window presentation. There is 
sufficient price range to take care of every type 
need and pocket book. In the better grades offer- 
ing the most attractive margins price competition is 
not serious. It is in the cheaper grades, seldom 
profitable if you do get the business, that the keen 
competition is faced from almost every known re- 
tail source. Too, in the better grades, packages are 
most attractive. Certain kinds of sets include serv- 
ing trays that also act as containers. These outfits 
with tray are made in several popular colors and 
match up with breakfast nook furniture. 


For Bridge Parties 


To take care of the bridge club parties some out- 
fits include service for eight instead of the tra- 
ditional six. These sets handle the requirements 
for two tables, which is representative of the aver- 
age card party. Some merchants have promoted 
the sale of colored table ware for bridge prizes. 
By working closely with local card clubs it would 
be practical to sell the idea of offering parts of 
standard outfits at each session. Getting the list 
of local card groups would not be difficult, particu- 
larly if you handle playing cards, and score pads. 
The latter are often effective advertising media. 
You can offer through window cards and occasional 
newspaper ads complimentary bridge score pads, 
the only requirement being that the customer call 
at the store. It would be a simple matter to register 
each person who called and invite her to supply the 
names of some of her bridge friends. A simple 
letter to each name obtained could invite a similar 
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call for free pads and at each turn a suggestion for 
bridge prizes from the cutlery stock could be made. 

Every newcomer to town; every newlywed pair, 
and every purchaser of a new home offers a poten- 
tial cutlery market. These names are easily ob- 
tained and can be solicited by mail not only for 
table ware but also for kitchen cutlery. Every 
housewife is interested in new cutlery and never 
seems to be fully equipped. Many dealers have 
found an inexpensive effective advertising value in 
the complimentary gift of a fairly good paring knife 
to newlyweds or newcomers. It is important of 
course that to obtain such gifts the recipient must 

(Continued on page 70) 
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€ardboard squares covered with light green or light 
blue crepe paper make excellent display easels for 
presenting table cutlery both in windows and interior 
displays. The crepe paper may be pasted or held with 
thumb tacks. The prongs of the forks will dig into 
the cardboard through the paper sufficient depth to keep 
them upright. Slits must be made for the knife blades. 
The size of the squares will depend upon the number of 
pieces you wish to display. The boards that inspired 
this story and illustration were 12 inches wide and 16 
inches high. One was supported by a small stick of 
wood cut to length that would provide proper display 
angle and another was held up by jabbing a fork in 
back. The best kind of cardboard is the flat (not from 
rolls) smooth surfaced corrugated board as used for 
shipping purposes. This kind is substantial enough 
to support the cutlery, yet rigid enough to support the 
entire display. Several easels of this simple type may 
be used in a cutlery window or one or two could be 
used with all kinds of housefurnishings displays as 
tableware is obviously closely related. 
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| The First 


| National Whittling Contest 
The Cutlery Dealer’s Big 
1931 Opportunity 


We're giving $1,000 in cash and extra prizes to 
boys—325 prizes in all, to enable our dealers 
to increase their profits from their cutlery de- 


partments. 


We consulted national boy leaders America 

over; we talked to editors of boys’ magazines, 

to scoutmasters, to manual training teachers and 
“4 professional wood carvers—and now we launch 
this “National Whittling Contest’ to interest 
boys in whittling. 















This throws the opportunity wide open for 
Cattaraugus dealers all over America. We are 
running big ads in national boys magazines... 
American Boy, Boys’ Life, and Open Road for 
Boys. The boys are told to see their nearest Cat- 
taraugus dealer for information on the 
Contest. Boys in your territory will troop 
into your store for our folders on the 
Contest and the booklet “How to Whit- 
tle” which a famous scout has written for 
them. An ounce of co-operation in the 
promotion of this Contest will bring you 
back a pound of profits. 


TARA GUS tre vatiev. sev, cs.0 
LITTLE VALLEY, N. Y., U.S. A. 





PSSSeeSeeeeseseseeeeeeee SSCS CESSES E eee eee eee Send Us This Coupon Seeeeeenseeesaae SSSSCRSUSSESSSEHEBee eee eee eee 7 
; : : CATTARAUGUS CUTLERY CO., 
If you haven’t received the details Little Valley, N. Y., U.S. A. 
of this Contest, clip the coupon Gentlemen:- 
ond conde w ee. Well suck the Please send me complete information on this “National 
Whittling Contest”. 


details so you, too, can cash in on 


this big “National Whittling oo, ERED EET PEERS ARREST IIT <n ORM FMRC FON Be eae ae 
Contest.” NE cs sida stcmsnteh INCOR cuter ct Pee Rael cnx sewes ek Sustlaes oidccdeniuaateetccdes 
RNG be ane casks asa pe ascdasamaanenaunenenns SN ates cca sucanncregaddemsacaatd 
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CRUCIBLE {9 BRAND, 


Trade Mark Reg. U. S. Pat. Off. 
FULLY WARRANTED 


The Perfect Cutting Shears 










‘ALL YOU DO M4 
AS TURN THE SCREW 


NEVER TOO LOOSE €% NEVER TOO TIGHT 


These Shears are assembled with special 
“Lockset” Lock-nut Device, embodying an entirely 
new principle in keeping snugly together both shear 
blades. 

The screw passes through an anchored tube, 
(Special Lock-nut fastened to the latter) and will 
not loosen or tighten UNTIL YOU TURN THE 
SCREW WITH AN ORDINARY SCREW DRIVER. 

Made in 7” and 8” sizes in the Straight and Bent 
Trimmer Patterns with Full Nickel and Japan 
Handles. 

If your Jobber does not carry the “Crucible” 
Lock-Nut Shears, write us and we will name nearest 


Jobber. 


THE ACME SHEAR COMPANY 
Knowlton and Joseph Streets 
BRIDGEPORT 
We Sell to the Wholesale Trade Only 


CONN. 











A Red-Hot Retailer 


No. 1284 Assortment 


Blue, black and green enamel, cocobolo and genuine 
macassar ebony handles. 


Stainless steel blades. 





See Your Jobber at Once 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 
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actually call at the store otherwise the opportunity 
for sales from displays is limited. 
In every town the professional users of cutlery 


are good customers. This kind of trade requires 
personal solicitation bolstered up with some knowl- 
edge of the cutlery requirements of each user. 
Among this class are butchers, delicatessen stores, 
grocery stores, bakers, chefs, counter men, sand- 
wich men, and all those who in their daily work re- 
quire good edges that retain their cutting qualities 
under heavy duty. Price is not the factor you might 
believe it to be with these professional users. To 
them knives, spatulas and carvers are working tools 
the efficiency of which determine their earning ca- 
pacities. 

During the summer season there is also the mar- 
ket for table and kitchen cutlery for use on picnics 
and at summer bungalows and camps. Often the 
less expensive equipment will be most popular with 
this class of buyer, but as there is usually a good 
sized order in each case the market is worth seek- 
ing with window displays and newspaper ads. 
Should you be located in a section where newspaper 
advertising is too expensive, circulars or sales let- 
ters may be used. 


Other Summer Cutlery Needs 


Summer requirements also include pocket cut- 
lery and shaving equipment. The most successful 
bid for razor and blade business would seem to be 
the addition, even though at small margin, of shav- 
ing soaps, powder and creams. A half dozen of 
each of two popular makes would do along with 
shaving lotions and after shaving powder and the 
familiar styptic pencils. Many hardware jobbers 
handle all of these lines but should you find difficulty 
in obtaining these “extras” through your regular 
soutce of supply the nearest wholesale drug house 
will serve you. On some of the more popular safety 
razor blades, price competition has undeniably been 
severe, to the point where any profit is doubtful. 
There is however a beneficial psychological effect 
in offering blades at the same price as competing 
agencies. It encourages the belief that all of your 
prices are comparable and encourages also cus- 
tomer traffic which if your full stock is properly 
displayed should lead to sales that are profitable. 

In common with other lines, cutlery displays 
should be visibly price marked. Value creating 
cards on the better grades help sales. In the lat- 
ter desire for ownership is more potent than price 
appeal and a little study of the situation shows that 
the margin is very attractive. In fact most cutlery 
items compare favorably with any and all lines 
when it comes to margins. 
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gee 
eusnties, 
Men risk 
their 
nae ak 


Air Dried 
Spruce 
With Full 
Strength in 
Ladders for 
Every 
Purpose. 
We pay the 

Freight. 





Victor 


Extension W. W. BABCOCK Co., 


Champion 
Extension 





\Baseao 












BE SURE 
BE SAFE 
BUY 
BABCOCK 
SPRUCE 

LADDERS 








Send for 
our 
Booklet 
and 
Price List 





Single Ladder Fruit Single 


BATH, N. Y. 








Gem Leads Because Gem Deserves Leadership 
Cheer Up 
your Clipper 
Ship is coming 
in, loaded with 
Gems... 





Nothing like a few counter cards of nationally 
advertised Gem Nail Clippers to brighten up 
sales. With everybody “dolling up” to greet 
the gradual return of prosperity there is a big- 
ger need than ever. . 





for Gems. 

Perfectly made . . . perfect 

in performance .. . and 

Cellophane wrapped to pre- 

vent rust or spoilage while = 

: "1 etails 
in stock. at 50 cents 
AND ... Gems sell them- 

selves. 





The H. C. Cook Co. 


Ansonia, Conn. 


Gem Jr. 
Retails 
at 35 cents 











CHRADE Q)AFETY 
Push Button Knife 


No &; 
Ne Brea lingoy 


——Aalety 


Lock 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


Trace FVERLASTINGLY SHARP MARK 


Manufactured exclusively by 
SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of a complete line 
of Schrade regular type pocket knives 
Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 
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Put Turnover and Profit in Your 


Wire Sales 


This assortment 
display rack re- 
minds customers 
of their WIRE 
needs — puts 
PROFITS in 
WIRE sales. 
Shows the best 
selling sizes and 
prices of soft cop- 
per, soft galvan- 
ized, soft brass 
and spring steel 
wire in handy 4 
lb. coils. Increases 
sales soon as 
shown. Size: 36 
in. by 18 in. wide. 


SHIPPED DI- 
RECT TO DEAL- 
ERS— WE PAY 
FREIGHT. 


Complete assort- 
ment with stand 
$14.35. 

Retails for $20.10. 


Cost of wire to 
dealer $13.40. 


Dealer’s margin, 
96.70. 





Rack shipped Ss o 
K. D. in strong a Sai a e 


. oO 
now. — W@ IGOE BROTHERS 


Manufacturers and Distributors 
69 Metropolitan Ave., Brooklyn, N. Y. 


NEW YORK HOLLIS NEWARK ASBURY PARK 














Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





lt isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth = 
polished. They bore their way through hard, knotty, cross grained 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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Hunting Knife with F olding Guard 


The Schrade Cutlery Co., Walden, 
N. Y., has applied a folding guard to 
its large size Safety Push Button Hunt- 
ing Knife. The cut, which is half size, 
shows this knife in the open position, 
and the dotted lines show the blade 
and folding guard in the closed posi- 
tion. When not in use, the blade of 
this knife rests in the handle, doubly 
locked, and the guard fits closely to 
the front edge of the handle. When 
wanted, the blade can be opened in- 
stantly with one hand, and locks open. 
The guard “automatically takes the 
position shown in the cut and prevents 
the hand from coming in contact with 
the edge while being used. The blade 
of this knife is forged from the finest 
crucible cutlery steel. Dealer’s cost on 
this knife is $14 per doz., and sug- 
gested retail selling price ranges from 
$1.75 to $2 each. 

The Schrade Cutlery Co. manufac- 
tures a complete line of Safety Push 
Button Knives, comprising over 150 
styles. They range in size from a small 
vest pocket knife 27% in. long to the 
large Hunting Knife 47% in. long. 











Universal Crobalt 
Cutlery Sets 


Illustrations show 
the No. 1087 Crobalt 
stainless steel cutlery 
set and fancy glass- 
faced serving tray of- 
fered as No. 1087 set 
by Landers, Frary & 
Clark, New Britain, 
Conn. Cutlery set in- 
cludes two __ slicers, 
bread knife, two kitchen knives, butcher knife and cook’s 
fork. Blades and prongs are of lustro polished crobalt-super 
steel, said to have co 
greater tensile 
strength and more 


lasting edge. —- (| 
Handles are black FSD Es ee 
ivory, guaranteed ~ (T= zp 


against _ cracking, 


chipping or becom- rr » ” a> 


ing loose. Set may 


be offered complete Se > 


or by the individual rey 

piece. List price =: =D 
of complete set is 
$10.50. Serving 
tray has imitation suede pad for displaying the cutlery, with 
the handles countersunk. 
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The Cutter Never “Creeps” 


Cutter has rack on bottom in mesh with worm ad- 
justment screw. It operates in a solid steel head, 
and is held in adjustment by a large clamping 
screw. Result: an Expansive Bit with no “creep” 
and one that is just as strong in hard going as a 
regular bit. 

Adjustment calibrated. One complete turn of 
adjustment screw changes diameter of hole exactly 
¥,”; one half turn 1/16”; ete. This saves time and 


material. 
Distributed Thru Wholesalers 


The Russell Jennings Mfg. Co., Chester, Conn. 

















50 years on a DOOR. 


good for 50 years more 








Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Milliens and Millions of Peepie 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 








and Profit with 


UALITY 
Products 


a fo’ roe’ 
LOOK FOR THE “GaB” LABEL -- YOUR PROTECTION AGAINST SUBSTITUTION 


Galvanized a re LIGHT 
Ass seg <x ae oie 14-16-18 Mesh 
Galvanized Altes § Galvanized After Cloth R: 
Weaving Weaving 14-16 Mesh 


i bu and the increasing number 
PREFERENCE: Gertie omer aces saat 2 aa 
aad SERVICE whch have established the same of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 
WIRE CLOTH, NETTING and FENCING —_ 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Chicago Kansas City, Mo. 
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SHIELD BRAND 
DRILL 
SETS 


THE CORRECT 
SIZE DRILL 
QUICKLY FOUND 


A Market for Every Home, Garage, 
Public Building and Factory 













zis 


| fons) ‘ 








Chicago 
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Modern homes demand freedom from 
noises — protection from scratches 
made by careless hands. Rubber tips 
and bumpers eliminate this and pro- 
vide complete and lasting protection 
to walls, furniture, closet seats, doors 
and casements. 


Boston Rubber Chair Tips 


This perfect tip because of its 
mechanical assembly that fits 
easily into the chair legs has 
proved a very popular number. 3 
sizes—%", 4%” and 1”. 


Send for catalog No. 50. Speci- 
fications and prices on our com- 
plete line of Rubber Tips and 
Bumpers. Supplied by your whole- 
saler or direct. 
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CHICAGO 
SPRING HINGES 


“SPRING HINGES OF RECOGNIZED QUALITY” 


The “Triplex” 


HEMe 


ond 








A sale of quality Spring 
Hinges means future profits 
for dealers. Customers who 
buy Chicago Triplex Spring 
Hinges are satisfied customers 
and will return again. 


Triplex Spring Hinges are 
designed for application to a 
jamb hanging strip. They are 
neat, durable and finely fin- 
ished. Architects, Dealers and 
Contractors recognize them as 
“Spring Hinges of Quality.” 





Type 2001 
The “Triplex” 


Send for catalogue H-47 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 


U.S. A. 

















| tion has been made. 





Speedway Razor 
and Razor 
Blades 


International 
Safety Razor Corp., 
Bloomfield, N. J., 
offers dealers a spe- 
cial introductory 
combination of 
Speedway safety razors and blades. Blades are designed to 
retail for 10c. a package of two, while the razor lists at 10c. 
Included in the 
offer is a No. 
12 display box 
containing 24 
Speedway ra- 
zors and 2 
cards of 
Speedway 
blades, 24 
packages to 
the card, as 
well as 5 free 
packages of 
Speedway 
blades. List price of merchandise is $7.70, while the dealer 
cost is $5.52. Both the display cards and the display box 
are attractively colored. Blade is of three-hole type. 














ei 
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Spade Razorset 


Robert Viegelmann, 193 West Street, New York Gity, ‘is 
distributing the Spade Razorset, a complete kit for the man 
who prefers the straight razor for shaving. This outfit 
which sells at $10 retail costs the dealer $6 per set. It con- 
sists of one Spade high quality straight razor, a small but 
efficient leather strop and a honed edged preserver. The last 
serving as a hone is used with a stropping stroke and is 
made of specially prepared glass on which patent applica- 
The entire outfit comes packed in an 


| attractive leather case, handy for either home or traveling 


The razor is made by Friedr. Herder Abr. Sohn of 


use. 


| Solingen, Germany, whose Three Spade Constant line of 
| household and professional cutlery is also distributed in the 


United States by Robert Viegelmann. The other parts of 
the outfit are of domestic manufacture made specially for 
this use. To obtain a clear picture of the set, the strop was 
removed and a sheet of white paper inserted in its place. 
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-Here’s Our Biggest Selling Cobbler Set No. 910. 





The best value ever offered in Cobbler Sets at a low price is found in our 
improved “Economical” Cobbler Set. The necessity for economy is selling 
our Cobbler Sets—instead of buying new shoes people are having their old 
shoe repaired. Cash in now—meet the demand for these popular-priced sets. 
The size of the lasts—Men’s 10”, Boys’ 8”, and Women’s 6” is a big feature 
that helps make sales. Finish, quality and weight surpass all other sets in its 
price class. Each set packed in neat, wooden box. Other styles. Good 
ee 
Send for catalog and trade-prices. 


STAR HEEL PLATE CO. 329% ws0 Ave. 


NEWARK, 
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—"An’ th’ good 
father has always 
told me, that they'll 
be givin’ me a harp 
whin Oi go to 
Hivin’ an’ Oi'll sit 
an’ play sweet 
music all the day— 


Th’ “Hivinly” Hod— 5°. 





But, O’im av the opinion, an’ begorrah, it will 
plaze me better, that phwat they'll be after givin’ 


Rivets ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’ll carry a da-cent load with- 

Roofing Nails out la’kin’ all over a gintlemin’s shoul-dher.” 

Scratch Brush Wire NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 
shoulder saddle and handle. Edges reinforced— 
fork pressed from heavy gauge steel. Weight 
only 11 Ibs. 





Get a stock in. They 
sell easily with an 
excellent profit. 
Write today for 
prices. 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: , 


Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 


The Cleveland Wire Spring Co. 
CLEVELAND, OHIO 
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AND ‘9 a : 
FASTENERS Jf S3 8 
FOR STORM SASH —_// SZ iN 
AND SCREENS tf va 
ir [ Phenix are _ simplest, > , 


HANGERS 


INCREASE 


your 
oven sales 


Nesco features mean the 

















handiest, easiest — Ait oe 1 iN greater value that wins more 

ALL plied, most efficient— Bas y /bZ MV) customers. Full tin lined — 

HANGERS sell best. New improve- Ws cay Fd double walls, asbestos insu- 

AND ments put them in class lh we peman| lated — heat indicator — air 

FASTENERS of their own. Write for we circulation —heat deflector — 
~ 


FOR 


SCREEN 


AND STORM line. Quality time-tested, 4 
WINDOWS and sold by all leading m a al 


AND DOORS jobbers 





two locks. Specify **Nesco’’ 


catalog showing full Phenix 
to your jobber. 


Nationa ENAMELING AND 
Srampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


The Nationally 
Advertised Trade Mark 





Phenix Mfg. Co., 1122 E. Center St. 


MILWAUKEE, WIS. 
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Automatic 


WICK WIRE BROTHERS | | Modei 29 


Sentinel Washer 


GRAY-WICK WIRE CLOTH | | sutomatic Washer 





Popular seller. Wire is drawn from Open Co., Newton, Iowa, 
Hearth Copper Bearing Steel % gauge 

OVERSIZE. Resists rust better than or- offers the model 29 
dinary steel wire. Sentinel Washer, 
We control every operation. Electro Plating listing at $59.50, east 
is of 8 to 10% Zinc Coating, heavily 7 ales of the Rockies. The 
—a double protection against corrosion. 1 . 
to 48 in. widths, double selvage. Ask your maker states that it 
Jobber. is of quality, from 


top to bottom. Porce- 


CKW in lain tub is of stand- 
, 3 ard capacity and 
BRO THER has heavy gage gal- 
(oe ce 


vanized lid. Reversi- 
ble swinging wringer 
has 2-in. balloon 
rolls. Motor is rub- 


& E L L Ss T E R L I N G ber mounted. — 
. worm gear and seg- 
PRODUCTS?“ .°.23 


ment drive run in 
market that will boost your profits. Your oil. Steelbase of 16- 
customers will be quick to buy Sterling gage steel has sym- 
Products—they will recognize the added metrical legs of the 
value. : : — ; 

same material. Laminated segment and pinion of laminated 
Your jobber will give you full de- 


cule ax etnies dienes steel parts are said to operate quietly. Power transmission 


runs in oil. Porcelain tub has mottled gray finish, while 
NORTEEUESTEAD BARS WIRE. COMPANY balance of machine has attractive gray finish. 


Sterling, Illinois 




































The Crosley 
Moto-Iron 

The Crosley Moto-Iron, 
listing at $69.50, is of- 
fered by The Crosley 
Radio Corp., Cincinnati, 
Ohio. It is an all-electric 
machine for all types of 











Needed in every home 


Hang-up-Things 


Moore Push-Pins............ Glass Heads, Steel Points, “ages A 
2 sizes. ironing and _ pressing. 
Moore Push-less Hangers..... For tram framed pletures, ete., With the Moto-lron it is 





possible for the operator 
to sit in a natural posi- 
tion while ironing, elimi- 
nating stooping and 
bending, thus giving a 
full view of the material. 
Ironing pad is vibrated 
by a small motor in such 
a way that wrinkles are 
. : smoothed by varying 
Advertised in pressure, says the maker. 
National Magazines lroner takes but little floor space and may be placed on any 
to help our convenient table while in use and stored in closet or cupboard 


when not in use. 
dealers 


The convex - shape 
steel frame is the 
feature your customers La 
will like. Strong, light The the 


Moore Decorative Push-Pins. 6 solos with gilt decora- 
Moore Decorative Fasteners.. 6 estos, sina deeora- 







Our attractive counter or table displays make 
sales wherever shown. Send for our new illus- 
trated price list, or order through your Jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley Street, Philadelphia, Pa. 





























ro _ Weer gi ek jouber Thomas Blanchard who invented the machine for mak- 

sizes oe New Fall ing tacks also invented the lathe. This was in 1822. The 

model or first machine being still preserved in the U. S. 

” Eastern Armory in Springfield, Mass. The first lathe was brought 

x oy SSSA ” Tool & Mfg. Co. on the market after many failures and it was only by per- 

AES Soy Bloomfield ON. J. serverance that Blanchard succeeded in perfecting the 
ss machine which has proved such a boon to mankind. 
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One Minute Washers 
Models M and MG 


The Model M series of One Minute 
siete ies aetna <mgne Splendid Value 


One Minute Mfg. Co., Newton, Towa. It’s fun to see how Pike India puts a keen edge on 
Model M is a porcelain tub model tools. No other stone that cuts so fast wears down so 
of attracti . slowly. It holds its shape almost 

active appearance, with the indefinitely. There’s big value in a 


latest type wringer, outside clutch 
control, quiet gear assembly and sub- 
merged gyrator of exclusive type. 








Gyrator has satin smooth finish, in- Oil-filled in making which renders it ready 
suring safety to fine silk things as for use with but a slight application of oil. 

ll f hi Made in various shapes and three grits. 
well as fast washing. Model MG is There's no job too hard for Pike India. It is the fastest 


a gasoline engine model equipped cutting, longest lasting stone, therefore, the most economical. 


with the latest Briggs & Stratton 
4-cylinder motor. Model 20 will be 
continued for those desiring a fine 
quality at a price under $100.00, says 
the maker. It is said to have every 
_modern feature. 





Pike Manufacturing Co., Pike, N. H., U. S. A. 








SPEED UP 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post ‘card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


YERS (ine 


MODERNIZE STORE METHODS 



















Columbia Model 
Hammond Clock 


The Hammond Clock Co., 
2915 N. Western Ave., Chi- 
cago, IIl., offers the Columbia 
model synchronous electric 
clock. This model is of the 
bichronous type, enabling it 
to run when power has been 
shut off. By means of a re- 
serve spring power, the clock 
is enabled to keep accurate 
time without electric current for at least thirty minutes. 
Upon resumption of current, the spring automatically begins 
winding to build reserve power for the next interruption. 
This model lists at $17.50. Other models with the bichronous 







































i To provide adequate storage — for nat stock—te 

i i i a a make it and clerks and steck men 

movement range in list price from $14.50 up. The Hammond asl LT] mete ts eccesslie ond convenient, for clerks sad cteet, mes 
organization will continue to make lower priced models of LEY) whoiesate or retail a as = Laooens. 

Pas MYERS NOISELESS CUSHIO i] 

the synchronous type. \ Deep tread steps, full length hand grips, rubber tir over- 

A head track system, firm construction throughout, eliminate’ vibra- 

J tion and noise agd sae a ladder of angle eee, tw 


safety, One style 
design — attractive ‘Gelshed—eny estan centty => Ad 
meets most requirements. Cireular on request. 


mEFEMYERS & BRO.co. 
ASHLAND, OHIO. 
| PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


= hans eal TABLE OFFER 


Think of a genuine Heller Merchandising 
Table for only $23.95! A a up-to-the- 
minute table, designed to increase your 
sales. At this low price, you can afford 
to equip your store vith tables. Easy 
monthly payments make it — to pay 
for them out of income ~~ bri ng Tosi 
Ht size—7 ft. a, A, es. Height 
in. ww = ished in medium 
————— 


clos sax. his FREE! 


only, so hurry! Bix Merehandis- 
You may never ing setups fur- 
have another alshed free with 
chance to buy sach table. Set- 
genuine Heller ups alone worth 
equipment at so price of table. 
low a price. 1 


SEND THIS'~ W. C. HELLER & CO., Montpelier, O. 





“Comet” Cigarette Dispenser 
The “Comet” ciga- A NO 2am ho 


rette dispenser is an 
automatic device for 
use in the car, home 
or office. S. Norton 
Specialties, Philadel- 
phia, Pa., makes this 
dispenser to retail 
for the suggested 
price of 25c. Dealer 
discount is 331/3 
per cent. It is a very 
handy item, as only 
one hand is required 
to obtain a cigarette 
and “light up.” This 
cigarette dispenser is 
of all-metal construc- 




















tion. It has clips for Please ship ........ No. 27 tables as advertised. 
holding “ package af COUPON = complete information on your special summer 
8A SIGN NAME AND ADDRESS IN MARGIN 














matches. 
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SUPPLIES 


Thousands of Moe's Poul- 
try Fountains are in daily 
use. They save time, pro- 
vide the flock with plenty 
of clean water, are trouble 
free and give long service. 
One of the many good items 
in Moe’s Big Line of Poul- 
try Equipment. 


POULTRY 





Write for 
Catalog 
and Prices 


Moe’s Automatic 
Poultry Waterer 


HoEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 
























Just TRY to Find its 
Equal Under 100% 


Here is Mola quality that meets and BEATS price competition! 
Exactly the same Electric Washer that broke sales records at 
$129.60. Porcelain-ename! Armco Tub, balloon-type rollers, spe- 
cial aluminum agitator, Bronze bearings, Full-size motor, etc. 

See your jobber or write. We will leave it to you if FACTS don’t 
Prove it the jue you can offer. 


MODERN LAUNDRY MACHINE MFG. CO. 
4136 Fullerton Ave., Chicago 






























5 HAS $ 
4 “a BETTER WIRE CLOTH’ + : , 
S COS SS 6 68 COS ESES6 SS SESE E4646 468 SS SSE S SSSSSERSSSEASEBSESSSCSSSESSESELESES 
es: “Buffalo” Galvanized Hardware Grade Wire Cloth 
Ss: has a reputation for unusual wearing quality—it S88 
rH stands up under hard use. Over 60 years experi- {see 
ss ence in wire cloth manufacturing for all industrial sees 
s: and domestic purposes. Immediate shipment from Sass 
ss stock on all standard sizes and grades. Information tee 
rH and prices on request. seee 
+ Write for Folder 83-B tae 
: SH 
H BUFFALO WIRE WORKS CO. $333 
. Incorporated sent 
s (Formerly Scheeler’s Sons, Est. 1869) beet 
i] 
ss 518 Terrace Buffalo, N. Y. sss 
es someresresresrenceceapsugnsceqeucegouss¢nanaseussccesusssuseusuepemsccss! 











BULL @ FROG 


WHEELBARROWS 


Seamless, smooth, pressed steel travs 


“Never Break” wheel with rivetless hub 


Grease pocket in hub for efficient lubrication 
Malleable iron axle boxes 
These advantages mean greater satisfaction to the user— 
and the seller. 
Ask your wholesaler Catalog upon request 


Se) & bem @) 5116) 


W. Erie St. 


WHEELBARROW CO. 
Warehouse: CHICAGO 


THE TOLEDO 
ste taleim @liitacmtale| 


520 


{ 
| 
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Coming Hardware 
Conventions 


AMERICAN ASSOCIATION OF Master LocksmirTus, Fourth 
Annual Convention, Hotel Stevens, Chicago, IIl., Nov. 2, 
1931. J. Y. Goltz, secretary Chicago Chapter, 2539 Mil- 
waukee Avenue, Chicago, IIl.; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConveNTION, New Palmer House, Chicago, IIl., Oct. 19, 
20, 21, 22, 1931. Charles F. Rockwell, secretary- treasurer, 
342 Madison Avenue, New York City. 


Iowa RetTatL HaRDWARE ASSOCIATION CONVENTION AND 
ExHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at thé Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


MicHicaNn RetTarL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Harold 


Bervig, secretary-treasurer, Marine City. 


Minnesota RetatL HarpDWARE ASSOCIATION CONVEN- 
TIoNn, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 


Minneapolis. 

ee 

NATIONAL HARDWARE ASSOCIATION CONVENTION, New 

Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 

George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


New EncLAND RetTaiL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 


Boston, Mass. 


New York State Retait HarpwarE ASSOCIATION Con- 
VENTION AND ExposiTION, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; hotel headquar- 
ters to be announced later. John B. Foley, secretary, 
manager, 510 Hills Bldg., Syracusé. 


Norto Daxota Retart HarpwaRE AssocIATION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


Onto HarpwaRE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INCc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, Managing Director, Wesley Building, Philadelphia. 


Soutn Dakota Retar. HarpwarReE ASSOCIATION COoN- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
2344 Nicollet Ave., Minneapolis, 


manager-treasurer, 


Minn. 
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CLASSIFIED ADVERTISING 
RATES 





Accounts Wanted” 


Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers © 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” ‘Sales 
and “Sales Representa- 





Advertisements from unemployed tives Wanted” advertisements. . a ion pee ae e 
ted ree char; ° i rted sertions, lo off, nsertions, fo off. 
eo fi of ee; ae Due to the special rate, these discounts do 
two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 att calle an Falien Canel wo ile 
Box number address may be used. Each additional line........ vac eee Wanted Advertisements. 
All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWARE AGE is published each Thursday. 
post paid. Each additional line...........- .80 Forms close Nine Days previous to date of 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
Ba RT TA lat oan 








publication. 





Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 











POSITIONS WANTED 


POSITIONS WANTED 








MANUFACTURING EXECUTIVE 


29 years of age, married, fourteen years’ experience. Previous 
connection in the hand tool manufacturing. Sold interest. Bxcep- 
tional ability in cost reducing, organizing, purchasing, accounting, 
and all the many duties of a manufacturing executive. Can make 
investment. Any reasonable salary considered. Best of references. 
Any part of country or Canada. Very familiar with hardware dis- 
tribution. Have an exceptional record as a profit maker in a very 
competitive line in a time of depression. Address Box J-392, 
care Hardware Age, New York City. 








th 








AVAILABLE—CONTACT REPRESENTATIVE, to carry out plans 
and —— for the promotion of sales—To develop new channels for 
distribution—Practical merchandising experience. Successful sales record. 

ide and intimate acquaintance in hardware field. Travelled extensively 
over the entire United States. Desire connection only with manufacturer. 
Salary secondary to proposition offering stability and future. Address 
Box 7-401, care of HArpwarE AGE, New York City. 





SPECIALTY SALESMAN, with many years of retail experience and 
four years as specialty salesman with one large hardware and _ sporting 
goods jobber calling on hardware, sporting goods, furniture and depart- 
ment stores. Worked and acquainted with trade in Kansas, Colorado, 


Wyoming, Utah, Idaho, New Mexico. Excellent references. Married. 
gveilebie at once. Address Box J-399, care of Harpware AcE, New 
or! ity. 


HARDWARE MAN, Age 35, married, with 15 years’ experience in 
all branches of the retail and wholesale trade. Specialized in builders hard- 
ware and well experienced and familiar with electrical goods, plumbing 
supplies and household furnishings. Prefers a position as salesman_ in 
metropolitan district. Best of references can be supplied. Address Box 
J-402, care of Harpware AcE, New York City. 





ILLINOIS SALESMAN, with ten years’ experience selling to retail 
hardware trade in Wisconsin, Iowa, Minnesota, Illinois. Married, age 
forty. Was with large hardware jobber for the past five and_ one-half 
years, Best of references. Would like a line of merit to sell hardware 
dealers in Illinois or Wisconsin. Available at once. Address Box J-408, 
care Harpware AGE, New York City. 





SALESMAN and MANAGER, 28, past 7 years in charge of a large 
store on Long Island handling Hardware, Housefurnishings, Paints, etc. 
Have also been calling on the trade in the entire Metropolitan District. 
Real Business Ability, Pleasing Personality and Can Produce Results. 
Open for any proposition. Address Box J-410, care of Harpware AGE, 
New York City. 


SALESMAN—13 years’ wholesale and retail hardware experience in 
all its branches desires permanent connection with progressive wholesale or 
retail firm. Willing and conscientious worker. Best of reference. Ad- 
dress Box J-411, care of HarpwarE Ace, New York City. 











SALES REPRESENTATIVES WANTED 





WANTED—Position as Buyer or Salesman. Have had ten years’ ex- 
perience as of wholesale and retail hardware business. Did 
entire buying of $125,000 stock and also looked after sales. During 
1929-30 called on Southern hardware jobbers. 48 years old, married and in 
perfect health. Bond furnished if necessary and will guarantee references 
to be ‘satisfactory. Address Box J-394, care of HarpwarE AGE, New 


York City. 








YOUNG married man, 28, with 12 years’ experience in buying and 
selling, desires opportunity as buyer or assistant buyer with progressive 
jobber or Mail order concern. Large department stores will be considered 
if advancement is offered. Reasonable salary to start. Will go anywhere. 
Excellent references furnished on request. Address Box J-364, care of 
Harpware Acz, New York City. 





A, SALESMAN of broad experience with a fine following in Indian- 
apolis and surrounding eee | covering the hardware and furniture 
trade desires to represent a first-class factory or jobbing line large 
enough to occupy full time. Available now. Prefer Sept. 1st. Any kind 
of references gladly furnished. Address Box J-395, care of HARDWARE 
Ace, New York City. 





HARDWARE OR PAINT. Former manager of hardware and fac- 
tory supply business, capable, energetic, good references, would like to 
assume responsibility of some hardware business with idea of purchase 
at some future time. Age 45, 27 years of selling good merchandise, 
Address Box J-302, care of Harpware AcE, New York City. 





POSITION WANTED in a retail hardware store by a man living in 
Eastern Virginia with more than fifteen years’ experience, buying and 
selling Hardware, Paint, Sporting Goods and Housefurnishings. Address 
Box J-409, care of HarpwarE AGE, New York City. 





EXPERIENCED YOUNG MAN, eight years’ retail hardware wants 
connection with small retailer. Capable of managing store and handling all 
details. Metropolitan district preferred but not essential. Address Box 
J-385, care of Hanpware Ace, New York City. 





Responsible Manufacturers’ Representatives and Dis- 
tributors wanted to handle Kitchen Kompakt, the 
perfect steel wool holder. Good territories open. 
Seully Rubber Manufacturing Company, Highland- 
town Station, Baltimore, Maryland. 








SALES REPRESENTATIVE calling on the Hardware, Automobile 
Accessory, Department and Variety Stores to sell a real Special Value 
Chamois Skin. State present connections. Address Box J-405, care of 
Harpware AGE, New York City. 

: 


ROPE SALESMAN WANTED. 
Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 





100 per cent pure Manila rope, 14c. 
United Fibre 





SALES ACCOUNTS WANTED 


SALESMAN, American, married, age 28 years, 10 years’ experience 
selling paint and hardware specialties, seeks sales accounts for eastern 
Pennsylvania exclusive of the city of Philadelphia. Also calls on large 
industrial plants. Has two lines, needs one more. Correspondence invited 
from leading manufacturers wishing active representation. Commission 
only. Excellent references. State details in first letter. Address Box 
J-403, care of Harpware Ace, New York City. 


MANUFACTURER’S REPRESENTATIVE with showroom calling on 
department stores, chain stores and jobbers of hardware and _house- 
furnishings in the Metropolitan area of New York, Newark, Philadelphia, 
Baltimore, Washington and New England desires additional line for any 
or all of this territory. Address D. L. JACOBY, 225 Fifth Avenue, 
New York City. 











SALESMAN wishing to represent reliable Hardware or Paint manufac- 
turer to cover Connecticut or New a territory, 25 years’ experience. 
Salary and expenses nominal to start. Good references. Address Box J-398, 
care of Harpware Acs, New York City. 





MAN with 18 years’ experience in General, Retail, Hardware, Sporting 
Goods, etc., wishes position with some good reliable hardware firm. Can 
gre references or personal interview. Address Box J-406, care of 

ARDWARE AGE, New York City. 





SALESMAN—Nine years’ experience selling dealers and jobbers in 
New York State, desires new connection. Age 31, married, excellent 
references. Address Box J-407, care of HarpwareE AcE, New York City. 
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AGENCIES WANTED FOR CANADA. Salesman with eighteen years’ 
experience calling on retail and hardware trade, desires one or two good 
lines on straight commission basis. Best of references. Address J. V. 
AHERN, 107 Wineva Ave., Toronto, Canada. 


SALESMAN with office and warehouse in Utica, would like to repre- 
sent reputable manufacturers of products used by lumber, hardware, 
general merchandise dealers or tinsmiths and roofers. Address Box J-396, 
care of Harpware Ace, New York City. 








SALESMAN calling on principal hardware jobbers and retailers, also 
auto accessory stores in New York State, Ohio and Pennsylvania, is oper 
for another good line on commission. Address Box J-400, care of Harp- 
ware AcE, New York City. 
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ANNOUNCING 


A NEW SERVICE 


of Greatest Possible Value to Manufacturers aad 
Others Selling Through Hardware Distributors— 


DIRECT MAIL ADDRESSING 


from a List of Hardware Retailers Corrected 


Right Up to the Minute of Addressing: 


WHAT THIS MEANS! 


Elimination of Undeliverable Mail. 


Saving of Considerable Sums for 
Postage. 


Prevention of Loss of Valuable 
Direct Mail Matter. 


THE NEW YORK POST OFFICE 
BULLETIN, MAY 29, 1931, SAYS: 


“During a One Year Period More 
than 12,000,000 Letters Contain- 
ing Circulars and Advertising 
Matter Were Disposed as Waste.” 


Prompt Delivery of Mail—No Lost 
Time for Post Office Directory 
Service—-Helps Uncle Sam Cut 
His Postal Costs-Reduces Taxes— 
Everybody Saves. 


Removes an Important Factor in 
Wasteful and Unproductive Di- 
rect Mail Advertising Campaigns. 


Lays the Foundation of a Successful 
Sales Program. 

Assures Being First to Contact Im- 
portant New Hardware Retailers. 

Saving up to $20,000.00 Annually 
for the Up-Keep of an Up-to-date 
Mailing List. 

MUCH MORE COULD BE SAID — 

Your Own Experience Will Bring 
Home to You the Value of This 
New-Up - to - the - Minute-Much 
Needed Addressing Service Which 
We have Developed for Your use. 


WRITE FOR DETAILS 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 
GENTLEMEN : 


Kindly send me the details of your Direct Mail Addressing Service. 


CRORE HEE HEHEHE HEHEHE REE EHO HEHEHE EEE EEE 


ADDRESS 


Cee eee eee eee Fase see eeseesseseeeeeeeesere 


wee eee ee ee eee eee eee ee eee eee eee ee eee 
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INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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ee e A home like this 
DESERVES the best equipment 


Just from the standpoint of beauty and durability, you should see to it that 
the new homes in your neighborhood are equipped with Sargent Hardware 
of solid brass or bronze. But there is another very important reason—profits 
from the sale of such high-quality hardware are far greater than from hard- 
ware of inferior grades. Very little salesmanship is needed to show the worth- 
whileness of selecting hardware of excellent quality. Additional Sargent 
beauty and the well-known quality are convincing sales arguments. — 





It is to your advantage to deal with Sargent & Company for your many 
hardware needs, This company makes a wider variety of high-quality hard- 
ware merchandise than any other manufacturer. With Sargent, almost every- 
thing you need can come from the same source—thus simplifying your buying 
efforts and making savings in shipping expense. And, of course, an order to 
Sargent & Company brings goods that are always dependable, merchandise 
that you can move with the least amount of sales resistance. Sargent & 
Company, New Haven, Conn.; New York; Chicago. Belleville-Sargent & Co., 
Ltd., Belleville, Ontario, Canada. 


@ There is Sargent Hardware of solid brass or bronze appropriate for every style of building. 
The value of the residence illustrated was materially added to by a Sargent equipment 
in the design shown. Richard W. Mecaskey, architect, John C. Janney, associate, Philadelphia. 
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want a Good set 
but | dont want fo pay 


much for it” 


Frantz No. 40 “E-Z”’ Fixtures are not 
to be confused with “cheap” sets. The 
garages shown here are typical of 
thousands on which this unusual 
equipment is in use. 





Every dealer has a class of trade that wants a 
“better” garage set for “less money.” In the past 
it has been a problem to fill the demand—and 
a harder problem to make any money doing it. 








Now, with Frantz No. 40 “E-Z” Garage Door 
Fixtures and “Rollaway” Track, dealers have 
an opportunity to develop new, profitable busi- 
ness and make new friends in the low price as 
> Opening is en- 
field. Here is a set, though not as elaborate, tirely cleared 
4 5 for passage 
that operates garage doors as efficiently as equip- into and out of 
e garage. 
ment many times more costly. 





The No. 40 “E-Z” set has met with approval because it represents 
the biggest value ever offered. Volume production has made 
possible a remarkably low price that assures quick sales. 





Cash in on the demand for a high quality, low cost garage set 
with Frantz No. 40 “E-Z” Fixtures and “Rollaway” Track. Write All working parts out 


Dept. H-8 for information. of the weather—a neat, 
serviceable job. 


Frantz Mfg. Co., Sterling, Il. 


FRANTZ MFG. CO., Dept. H-8, Sterling, Ill. 


Kindly send information on Frantz No. “E-Z”" Garage 
Fixtures and “Rollaway” Track. 


Firm Name 


Address 
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IN THE U.S. 
PAT. OFFICE 


ESTABLISHED 1843 


Hiamond 


(REGISTERED) 


Single Barrel Shot Guns 


LARGE TRAP TYPE FORE-ARM 


-- SHAPLEIGH 




















Automatic —_— 


Ejector 




















Wide extractor head makes extraction an@ ejection 
of shell positive. 


Adapted to 
NITRO POWDERS 










MADE IN THE 
UNITED STATES 





Proof Tested 
With 


Normal 











Extra Wide Trap Style Fore-end gives firm hand grip atding in aiming ana 
taking up recoil. Also protects hand from heat of barrel. 





This tlustration branded 
in opposite sidé of frame. 
Something attractive. 











Hard Rubber Flexible 
Butt Plate 


“It fits the hand.” 
Half pistol grip and 
rear position of trigger 
gives compact grip for 
boys or men, Top snap 
does not strike hand. 








Notched head and matted receiver 
lines up gun quickly and accurately 








| New Features 
Worthy of 
Your Attention | 


ied ey 7 | 


| Improved Ideas Barrel and Lug 


| f C t cti Forged in One Piece 
| | ° onstruction The lug and the barrel are one ptece forged from a solid bar of steel; this 
-- results in a barrel of the greatest strength. The fore-end lug ts brazed 
| to the barrel instead of being riveted or set 4nto dovetatt slots as ts usual 
in thts type of gun. Tenston forearm snap prevents forearm from shoot- 
4ng loose by exerting pressure agatnst hinge joint. 


12, 16, 20 and .410 Gauge 





























Shapleigh National Series No. 1729 
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